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APPLETON 


an e-x-p-a-n-d-e-d line of 


Switch and Outlet 








NO NAILS 
REQUIRED 


No more balancing, juggling or mis-aligned 
boxes when you install an APPLETON 
“Eagle Claw” bracket switch box with claws 
pre-positioned to drive home at opposite 
angles for best grip. Claws are ready to 
be hammered into the studding. Just hold 
box with one hand...use hammer in the 
other. No Nails! No Slips! Holes also pro- 
vided for use in tight places! 


Write for Literature! 


All ‘‘Eagle Claw’ Bracket Boxes 
ore U.L. Approved 


Pat. Pending 


gm So successful have been the new APPLETON switch boxes 
with “Eagle Claw” feature that APPLETON now makes 
available a wide variety of boxes that require no nails for 
mounting. A few are illustrated here. In addition, all popular 
styles are “Eagle Claw” fitted. Next time you need switch or 
outlet boxes, specify APPLETON “Eagle Claw”... 


the original and the best! 


Sold Through Franchised Distributors Only 


APPLETON ELECTRIC COMPANY 
1701 Wellington Avenue ° Chicago 13, Illinois 


Copter. —— =| Also Manufacturers of: 
tature’ sities 


A 1] kd 
" —_— = 
‘ ! 
Industrial “ST” Series Connectors Malleable tron 
Lighting Unilet Fittings 
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fuses reduce heating 
and eliminate 
nuisance blowing 


exclusive | dual-element 


Using an exclusive thermal-alloy element which reduces complexity and 
improves reliability —ECON Dual-Element fuses blow only when they are 
supposed to blow. You get: Positive protection of equipment...minimun 
fuse replacement costs...reduced downtime. Loose or corroded connections 
which cause high temperatures open ECON Dual-Element fuses before the 
temperature can become destructive. Result—cooler operation Available in 
Knife Blade or Ferrule type from 0 to 600 amps, 250 and 600 v. For complete 
details write: Economy Fuse Division, Federal Pacific Electric Company 


Dept. 336, Chicago, Illinois. 


economy FUSE DIVISION 
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SQUARE T) COMPANY 


eLrecTRIcAt eEQuIPMENT 


TRINITY aor | B 6060 RaivaRoO anaes t, See er*  @r:sea¢e em 
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TO OUR DISTRIBUTORS 


One of the most aggravating problems facing many manufacturers 
today is to prevent their products from being sold by non- 
authorized or competitive distributors. Unfortunately, many 
distributors are not so concerned with this problem. They are 
perfectly willing to work with competitive distributors on 4 
split-profit pasis, justifying such transactions by placing 
them in the "friendship" category - In fact, they'll tell you 
that on occasions they, too, are forced to pick up competitive 
devices from other distributors as a matter of customer 
service or to protect their position with certain customers. 
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We have no quarrel with our distributors who exchange our 
products with, or sell them to, other Square D authorized 
distributors. On the other hand, we emphatically disapprove 
of our distributors selling Square D equipment to competitive 
distributors unless they do so at the proper resale price 
level. By thus eliminating the profit possibility, we are 
firmly convinced that the number of these so-called "courtesy" 
exchanges will drop to a bare minimum. And that, in our pook, 
will contribute to price stability and to better manufacturer- 


distributor relationship. 


We make every effort to protect our distributors from 
"pootleggea" material and we expect them to do likewise. 

We offer this suggestion to all distributors in the cause of 
more profitable business ~~ make 4 frequent check, just to 
make sure that "courtesy" deals don't get out of hand. 


Sincerely, 


w. J. Moriarty 
Manager, Distributor Relations 
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Here’s a thought- 
stimulator ... 


How do your 
motives compare? 


How hard are you 





selling this? 


Good idea for a 
bad problem ... 
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Here's How..... 


° FIND 
PRICES 


when you want them! 


The answer is so simple... you will 
be glad we brought it to your 
attention. National Price Service 
has everything you need fora fast 
sale in one neat binder, which can 
easily be carried into the prospect's 
office. NPS has a simple format, is 
completely illustrated, contains net 
prices, and is always up - to-date! 
Use the coupon below for complete 
details 


HENDERSON-HAZEL CORP. Dept. 8-98 
13601 EUCLID AVENUE + CLEVELAND 12, OHIO 


Gentlemen 
Please send me complete details about 
NATIONAL PRICE SERVICE 


mmediately © obligatior 





National 
Price Service 


HENDERSON-HAZEL 
CORP. 


13601 EUCLID AVENUE + CLEVELAND 12, OHIO 
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Credits and Collections 


In our travels around the nation, we 
often ask electrical distributor per- 
sonnel why they like this business. 

Invariably, the answer rests on the 
dynamism and movement in our in- 
dustry. “It’s challenging—it’s chang- 
ing,” they'll reply. “You learn some- 
thing new every day—about a product, 
about an application, about a cus- 
tomer—and about yourself,” the con- 
sensus seems to run. 

Each month, EW reflects this move- 
ment, this change, this daily 
for improvement by you, the reader. 
But that’s not all. We also highlight 
the significance—interpret the mean- 
ing, point up how you can use the in- 
formation in these pages 

Case in point: this issue: In_ it, 
you'll find the answer to these ques- 
tions: 

e What's happening to electric heat 
and what’s the outlook for this red- 
hot product? The sudden and not too 
friendly attention of the “wet-heat” 


search 


boys certainly dramatizes its growth 
potential. For more details, see page 
SU 

e Is there a trend to division in 
electrical distributing? Weve  pub- 
lished stories on separate lighting and 
electronic selling operations, but how 
about distinct industrial selling divi- 
sions? You'll find a case study on 
one starting on page 37. 

e Why do salesmen sell? Compare 
your motivation with rankings of rea- 
sons developed from a recent EW 
survey. Curious? Turn to page 40. 

e What can be done about that old 
headache—price-cutting? For a com- 
monsense, fresh view, see page 46. 

e How successfully can you sell 
electrical modernization? One distribu- 
tor launched a recession-spawned pro- 
and profit- 


» 


gram that’s gone over big 
ably (begins on page 54). 

e Are office machines the answer 
to the billing backlog—with all its 
time and labor costs? See page 62. 


*Nuff said. Let’s read! 
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Phelps Dodge 
Habirite-Habirprene 
Cable with 

Wire Shield! 


Phelps Dodge pioneered the use of a wire shield as a standard item 
in power cable construction. From this background and experience, 
Phelps Dodge developed its outstanding Habirite-Habirprene high 
voltage cable with a wire shield. This cable offers a number of ad- 
vantages over ordinary “RR” cable with tape shield including: 





<: Greater flexibility; minimum bending radius in most cases is less than 
half the bending radius of tape-shielded cable, making installation 
easier in confined areas. 


« Rugged wire shield can be braided or bunched for use as a ground 
lead at splices and terminations. Intermediate steps in making ground 
connections are eliminated, saving time and effort. 


‘ Dependable wire shield continuity provides protection against hidden 
shield rupture which can occur during installation or in service. 


Overall wire shield resistance is constant without the variations found 
s. . 
in tape-shielded cable. 


Habirite-Habirprene cable with a wire shield assures you the ut- 
most in safety, durability and handling ease. 


CORPORATION 





SALES OFFICES: Atia 8 Ala, Camb e, Mas arlotte, Chica at evela ; We ‘ N 


y. M Angeles, Me Milwaukee, Minnea New Orleans. New York 
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Why modern merchandisers have 


switched to 3 ASY: H EAT 


electric freeze-protection 


“Rasy HEAT 
paca ool gives me a choice 
ros am oY -Vod e- Vol fale hie 


Choice of individual, illustrated 
boxes, easy to stack, display; 
or clear-view “Poly” bags with 
headers punched for hanging. 
Self-service salesmen"! 


“Rasy HEAT 
ay-4-We- Motel i ahd-lejel- lel. am dal- a) 
a traffic stopper!” 


Profit-pack No. 3742! Not a dump 
box—offers bags and boxes in a 
working displayer. The 2 fastest- 
moving sizes, plus Fiberglas. Dealer 
gets display bonus, 3514%4% profit! 


“Rasy HEAT is so 


easy to use, to 
show, to sell! te basy-HEAT 


advertises heavily to get 
me more customers!” 


QUALITY, TOO! Guaranteed auto- 
matic and non-automatic Heat Band Kits, 
already assembled for easy installation. 
Moisture-proof vinyl bands hold heater 
wire in separate channels. Hermetically- 
sealed connections. Extra 12” of lead 
wire. Every electrical, hardware and farm 
supply dealer is your prospect. Write for 
attractive wholesale terms. 


WE'RE GOING ALL OUT TO BUILD 
DEALER DEMAND. PLAN YOUR 
SALES CAMPAIGN EARLY. ORDER 
A SUPPLY OF EASY-HEAT NOW! 


EAS Y-HEAT, inC., “Electric Anti-freeze Devices" 


Dept. EW, Lakeville, indiana 


LETTERS TO THE EDITORS 





On Fixture Pricing 


Dear Sirs: 

We have read with interest Mr. 
Bush’s article “Why We Changed Our 
Fixture Pricing” in your June issue 
of ELECTRICAL WHOLESALING (p. 47). 

It is anparent that the electrical 
wholesalers must adopt this policy on 
a national basis if they are to regain 
their proper share of the lighting fix- 
ture business. 

In the last few years, their percent 
of this business has slipped drastically 
due to the volume of the various large 
and small wholesale-retail operations 
who have been pricing more realis- 
tically. 

There is certainly no good in a big 
profit if you don’t have the sales on 
which to realize the profit 

We would like to send copies of 
this article out to our sales force. We 
are going to do our darndest to push 
this idea into their heads. 

I would appreciate you passing on 
this letter to the proper person who 
could take an order for 100 reprints 

Dick LoyNnpD 
MANAGER MERCHANDISE SALES 
EMERSON ELECTRK 
ST. LOUIS, MO 


Hot to Learn 
Dear Sir: 


Please send the 3 books described 
in your May issue (p. 56), covering 
the “20 Hour Electrical Course” and 
bill us for $14.25 

W. W. HuNZICKER, JR 
HUNZICKER BROTHERS 
OKLAHOMA CITY, OKLA 


Dear Sirs 

I am very much interested in your 
“20-Hour Electrical Course” men- 
tioned in your May issue 

In order to participate, however, 
I would only need the book entitled 
“Elementary Applied Electricity” and 
the one entitled “Electrical Systems 
Design,” as I have just received the 
book entitled “Electrical Equipment 
Manual” from your previous offer 

Enclosed you will find my check for 
$10.25 

L. C. DAVENPORT 

RAYBRO ELECTRIC SUPPLIES IN¢ 
ORLANDO, FLA 


Dear Sirs 

Will you please send us the texts 
and necessary course outlines as an- 
nounced on pages 56 and 57 of the 
May, 1959 issue of ELECTRICAI 
WHOL ESALING? 

You may bill us for $14.25 

ARTHUR E LOEB, JR 

LOEB ELECTRIC CO 
COLUMBUS, OHIO 
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Puzzle: Find the Spang Floor Pan! In this unretouched close- 
up photo, it’s barely visible between the man’s feet. From 
a few feet away, it’s difficult to spot this access-box covering. 
Only Ye" rim and corner and center screws are visible. 





(Right inset) Linoleum tile is easily and accurately cut to fit 
recess in this square Spang Floor Pan design. Center and 
corner screws hold floor pan and access box plate firmly in 
place. Square access box provides maximum working area 


ie Fim makes this SPANG floor pan practically invisible! 


New square aluminum alloy recessed pan 
covers underfloor duct access openings... 
provides smooth, unbroken floor pattern 


Now, SPANG offers you another exclusive feature which en- 
hances appearance of the finished building equipped with 
SpaNG Underfloor Duct and SPANG Headerduct electrical race- 
ways ... the SPANG Floor Pan. 

This new square pan, which covers duct access openings, 
does not present the problem of thick, conspicuous pan rims 
or circular cuts in the floor. It is constructed of \i¢’”’ stamped 
aluminum alloy. Floor tile can be quickly and accurately cut 
to cover it. 

The SPANG Floor Pan is recessed in the access box cover to 
make the tile flush with the rest of the floor. All that shows 
are the ‘is rim and retaining screws. From a few feet away, 
it’s practically invisible! 


THE NATIONAL SUPPLY COMPANY 
SPANG 


UNDERFLOOR tee! Corporation wna 


DUCT r 
TWO GATEWAY CENTER, PITTSBURGH 22, PENN 


Subsidiary of Arr 
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This is just one of many advantages you design into a build 
ing when you specify SPANG Underfloor Duct or Headerduct 
A SPANG system offers easy and economical installation 
complete flexibility for future changes in the electrical needs 
of the building without extensive construction . . . and the 
latest designs in service fittings that harmonize with any i 
terior furnishings 


For complete information, mail the coupon below 


| 
The National Supply Company—Tubular 
| P.O. Box 416, Pittsburgh 30, Penna. 
| Please send me complete literature or 
Duct, Headerduct and Service Fitting 
| 
Name 
| 
7 Tithe 
| Company 
| 
| Addre 
| 
| City t 





and TRENDS 





What Makes Salesmen Sell? 


More electrical distributor salesmen find greater reward in giving than in getting. 
Though this may conflict with off-the-cuff opinion in the industry, it is a con- 
clusive finding of a nationwide survey recently conducted by ELECTRICAL WHOLE- 
SALING. The “satisfaction of serving others” was named as the No. 1 reason for 
liking selling by more salesmen (43 out of 141) than any other motive. “Ade- 
quate compensation” was a close second—picked as first by 37 salesmen. And 
“meeting the challenge of selling” was third (the primary choice of 22 salesmen). 

The explanations that were added throw further light on what motivates elec- 
trical distributor salesmen, For example, one salesman amplified his selection of 
“satisfaction of serving others” as first choice with this comment: “I like to be 
proud of what I’m doing.” A salesman who gave “adequate compensation” as 
his primary motive spelled out his reasoning this way: “To give my family the 
opportunity I didn’t have when I was growing up.” And a salesman for whom 
“meeting the challenge of selling” topped the list added: “It’s a wonderful sport.” 

The other side of the coin—what salesmen don’t like about selling—presents 
a picture of infinite (and often petty) variety. Generally, though, these gripes fall 
into several distinct categories. 

Customers, surprisingly, came in for the most criticism—for “placing orders 
and needing materials last week,” for “keeping you cooling your heels for too 
long a time,” for an “Oh, he’s just a salesman” attitude, for “playing one house 
against another for the cheapest price,” for “failure to recognize real service and 
effort,” for “lack of loyalty,” ad infinitum. 

Next on the carping list were competing salesmen—but there were fewer blasts 
about their “price-cutting tactics” than you might expect. The house was also 
the focal point of a number of gripes, mostly for “lack of cooperation” and “not 
having an adequate stock.” Manufacturers, agents, credit managers, office girls, 
“long sales trips,” paperwork, back orders, poor delivery, slow quotations, con- 
stant necessity of being “on stage,” and “interference by the so-called boss” all 
were mentioned at least once. One salesman summed up his gripes with this 
catch-all sentence: “Everybody is your boss, and they all think you're another 
Rockefeller.’ 

The findings of this survey (page 40)—and its implications—should be es- 
pecially meaningful to distributor management. Knowing what motivates a sales- 
man to do a better job is the key to maximizing his effectiveness. Likewise, un- 
derstanding what irks him can cue management on ways to minimize these 
performance-lowering irritations. 

One over-all finding emerges in full bloom from the survey: it is difficult to 
generalize about salesmen’s motivations—they vary with the individual. 


The Heat's on Electric Heat 


The wet heat boys are ganging up on the newcomer in the neighborhood— 
electric heat. According to a recent report of the NAED Electric Heating Com 
mittee, “The plumbing and heating contracting industry, through its national as- 
sociation, recently initiated a vigorous campaign to discredit electric heat in favor 
of boiler heating. . . . ” Apparently all tactics short of kicking, biting and gouging 
may be employed to protect wet heat’s preserve. 

Here’s a fight in which electrical distributors should rally to protect the good 
name and bright future of the product a distributor in this issue (page 50) 
describes as having “the greatest potential of any . . . we now stock.” If electric 
heat comes under fire in your community—through taxpayers’ suits or political 
pressures—give the cause all of your support 


nila 


EDITOR 





Here is a complete and low-pric« 
are more compact and heavier 
tion under more severe loads, 


Only seven sizes accommodate fro 


FEATURES: » Rugged construction 
Made of high conductivity copper alloy 
Suitable for all purposes 
Variable, each connector takes wide range 
Exceptionally compact 


Reusable 


Write for detailed information and prices! 


( 
. 


YDOSSERT MFG. CORP. 


YEARS OF a 
TECHNICAL 249 Huron 
KNOW-HOW 


Street, Br lyn 22, ! R sentativ principal « 
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ROYAL 
HANDI- 
PAK" 


RoyAL brought extra value and extra con- 
venience and Portable 
Cords* with its individual packaging of 250’ 
spools in Royal’s unique “Handi-Paks” 


to sellers users of 


You'll like the easy way these rugged, 
attractive packages handle in and out of stock 

save valuable time... keep cord spools 
cleaner and easier to sell. Your contractor 
and dealer customers will find ‘“Handi-Paks” 
a value plus, too. Special “tuck-type” tops 
are easy to open AND RECLOSE. Only 
“Handi-Pak” provides this added feature. 

You, too, can profit with “HANDI-PAK”; 


just call your Royal representative 


a 


; 
i 
! 
; 


LEGS NOLES PLE 


ROYAL ELECTRIC CORPORATION 


PAWTUCKET, RHODE 


ISLAND 


Cat. No. 4326-20 


MAKE YOUR NEXT 
ORDER ROYAL 

PORTABLE CORD 
IN “HANDI-PAKS” 


«4 ‘‘HANDI-PAKS”’ (1000’) 
PER MASTER CARTON 


2 “‘HANDI-PAKS’ (500’) 
PER MASTER CARTON 


18/2, 18/3, 16/2 
18/2, 18/3, 16/2 


Type § 18/2, 18/3, 16/2 
Type SO 18/2, 18/3,16/2 
Type SJ. 18/4, 16/3, 16/4, 14/2, 14/3 
Type $J0 18/4, 16/3, 16/4, 14/2, 14/3 


Type SJ 
Type SJO 





ELECTRIC TT 
on associate of L. 
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TOP OF THE NEWS .... and its significance to you 





Electric Heat 


California Distributors 
Consolidate 


REA Competes 
Against Distributors 


Price Notification Bill 


Housing Bill Vetoed 


Three Coins In The 
Fountain; Aluminum, 
Copper, and Steel 


NAED Officials Honored 


August, 1959—ELECTRICAL WHOLESALING 





A court decision permitting the installation of an electric heating 
system in a new $4,785,000 school in West Essex, N.J. has been 
appealed. But plans for the system are going ahead, while the appeal 
is awaiting further court action. A taxpayer's suit was filed in an 
Essex County (N.J.) court last February seeking to halt plans for the 
installation of electric heat; New Jerseyites are now favored with a 
new electric heating rate. Jersey Central Power & Light Co. and 
New Jersey Power & Light Co. have announced a 1.8 cent per kwh 
rate. More electric heat articles on pages 50, 106, 114. 


Phillips & Edwards Electric Corp., and Grey Electric Supply Co., 
both of San Francisco, have announced consolidation of operations. 
Phillips & Edwards is an affiliate of the Incandescent Supply Co., 
of California. The corporation is one of the largest electrical supply 
chains in the state and the West. 


Electrical distributors throughout the country are facing increased 
opposition by REA government created cooperatives in the sale 
of electrical equipment, reports say. Many of the state-wide coopera- 
tives, according to industry sources, are directly competing with 
privately-owned electrical distributors by selling pole line hardware 
and related supplies to their own membership. Distributors are also 
opposed to the cooperatives sale of rebuilt transformers. However 
the Administration has said it is against government competition to 
private enterprise. All eyes are on Washington for the solution to the 
problem. 


Business and industry is presently concerned with the “Price Noti- 
fication Bill” under consideration by Congress. The bill is aimed at 
requiring certain companies to notify government of any price in- 
creases before putting them into effect. 1t would also require the firms 
to justify their stand in public hearings. (See News For Industry 
page 85.) 


President Eisenhower last month vetoed the “Omnibus Housing Bill” 
recenily approved by Congress and called it “inflationary.” The 
vetoed bill would have provided new mortgage insuring authority 
for the Federal! Housing Administration, and provided lower down 
payments on some classes of F. H. A. insured housing 


As EW goes to press, the steel crisis is upon us, the copper industry 
has been continuing negotiations for a wage contract agreement, and 
the aluminum industry contracts have expired between the majo! 
producers and the United Steelworkers Union 

The nation’s two largest copper producers, Kennecott Copper Corp. 
and Phelps Dodge Corp. have announced a copper price cut of 1'2 
cents a lb. to 30 cents. Phelps Dodge has also cut production 


George W. Provost, Jr., president of the National Association of 
Electrical Distributors, and B. H. Boatner, eastern regional vice 
president of the organization, were honored at a testimonial dinner 
last month in Pittsburgh for their contributions to the industry, by 
the Electric League of Western Pennsylvania. (See photo, P. 85) 


NEW PRODUCTS 





oO ———é, 
_ re 


WITHOUT IODINE 


2 HOURS BURNING 











WITH IODINE 


“Quartzline’ Lamps 


Available in 500-w and 
sizes, rated life 2000 hours 


Lamps consist of coiled tungsten fila- 
ment supported at intervals through 
quartz tube %-in diameter. Each end 
has miniature base 
for push-pull socketing, 4'2-in long 
500-w lamp, operates on 120-v, pro- 
10,500 10-in long 


1500-w 


recessed-contact 


duces lumens. 


1000 HOURS BURNING 


yo 


1500-w lamp, 7-v, rated at 33,000 
lumens. Due to iodine cycle, lamps 
maintain 99% of their initial light 
output throughout their lives, maker 
says. lodine cycle is regenerative, con- 
tinuing process during which particles 
of tungsten that evaporate from incan- 
descent lamp filament are caught and 
put back on filament, maker claims. 
¢ General Electric Co., Cleveland, 
Ohio. 





Plastic Light Panels 

May be used for overall luminous 
ceilings 
24-in sq “NC Gratelites” 
are molded of a new plastic and fea- 


panels 


ture open-cubicle construction. Units 
may be used over entire ceiling area 
below lighting sources, air condition- 
ing and sprinkler systems. 
Panels non-electrostatic, scratch- 
resistant; not warp or bend; will 
not burn or shrink when heated, 
maker says. e Edwin F. Guth Co., St. 
Louis, Mo. 


systems 
are 
will 


Connector 


Unit is said to be dustproof and 
waterproof 


Connector, called “Bantam Flip Seal’, 
has flexible lip overlapping male cap 
which 
ing moisture penetration and provid- 
ing sealing action against dirt, maker 
claims. 2-wire cap and connector 
(No. 1908-N) is rated 15 amp-125-v. 
Unit is UL listed and CSA approved 
e Rodale Mfg., Co., Inc., Emmaus, 
Pa. 


seals wire entrances prevent- 


12 


Electric Heating Units 


Baseboard units may be used as 
sole heating source for house 


With heating element for 
safety, new baseboard heating units 
feature three-way air flow and control 
section. Units, with capacity of 250- 
wts per ft, are available in 2, 4, and 
6-ft sections. May be cut to any length 
for continuous assemblies. Baseboard, 
7-in high and 25%-in deep. e Westing- 
house Electric Corp., Staunton, Va. 


enclosed 


Cable Support 


Enclosed support for cables in 
outdoor, vertical conduits 
New support—“Type W’—can 
used for one or more wires, in conduit 
sizes from l-in to 5-ins. Fittings 
designed for use with all types of 
insulations at all voltages, maker 
claims. Sleeves with fittings in lengths 
of 12-in to 18-in. Other lengths avail- 
able on special order. Galvanized 
finish weatherproofs support, maker 
says. © O. Z. Electrical Mfg Co., Inc., 
Brooklyn, N. Y. 


be 


Reflector Lamp Fixture 


Fixture is said to produce high 
light output 
Reflector lamp fixture, designed for 
greater than normal mounting heights, 
to be vaportight. Receptacle’s 
pigtail leads facilitate installation, 
maker claims. Type VRL takes 300-w 
medium base R-40 reflector lamp or 
150-w PAR-38 lamp. « Crouse-Hinds 
Co., Syracuse, N. Y. 


is said 


Light Dimmer 


Variable autotransformer controls 
amount of power used 


Features: built-in automatic reset cir- 
cuit breaker and built-in line switch. 
Said to control up to seven 40-w fluo- 
rescent lamps or any number of in- 
candescent lamps up to total load of 
360-w. In wiring No. M-6360 dimmer, 
special terminal board is used which 
eliminates need for _ wire-splicing, 
maker claims. e Moe Light Div., 
Thomas Industries, Inc., Fort Atkin- 
son, Wis. 


Guy-Strain Insulators 


Fiberglas insulators rated 
25,000-lbs ultimate-strength 


Available in pin-to-pin 
43%-in, 62%-in, and 
sulators are small and light. Water 
absorption is negligible, no arcing 
horns are required, and they do not 
track on flashover, maker claims. Ac- 
cessories, available separately, include 
splice plate, roller thimble and guy- 
wire thimble. e A. B. Chance Co., 
Centralia, Mo. 


at 


ol 


in- 


lengtns 
864 -in, 


Louver 


May be used with any high-output 
fluorescent lamp 


series 88—is 30° x 30° baf- 
fle-type design. Fixture includes 48-in 
and 96-in 2-lamp models. Features 
parabolic design, metal clad sockets, 
longitudinal slots above lamps. Mount- 
ing by stems, chains or on surface; 
joining for continuous runs is possible 
e Curtis-AllBrite Lighting, Inc., South 
San Francisco, Calif. 


Louver 
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for faster installation... better performance... fewer call backs” 


George Klein and Corey Hedges, owners of Blue Streak Electric, Seattl rgest reside 
electrical contractor, install FASCO ventilators exclusively in the Bell and Valdez award-winning 
homes at Lake Hills. They have found they can offer the builder more value with competitive 
pricing, and still make money. FASCO vents are designed with the build ind electrical cor 


tractor in mind—time-saving installation—eliminate unnecessary call-ba d complaint 


Get the full jacts on Fasco wl your Fas 


industries incorporated * rochester 2, N. Y. 


SEND COUPON FOR FULL COLOR CATALOG ON THE FASCC LINE 


Compan . 





NEW PRODUCTS 





Toggle Switch 


Heavy duty switch features long 
bat handle, silver rivets 


No. 4102-JV7 switch available in ten 
different circuit combinations. Fea- 
tures silver rivets, silver plated 90 
bent screw terminal and choice of 
11/16-in or %4-in bat handle. Unit is 
rated at 20-amp, 30-v dc (resistive 
load); 15-amp, 30-v dec (inductive 
load) and 15-amp plus at 125/250-v 
ac at %4-hp; |l-hp, 250-v ac. U. L. and 
C.S.A. approved. e Sargent Electric 
Corp., Lynbrook, N. Y. 


Switch 


Rotating shaft switch is available 
in six gear ratios 


switch can 
for control- 
Starters or 


Rated at 600-v maximum, 
be used as a pilot device 
ling ac or de reversing 
contactors. Unit has six gear ratios 
from 40:1 to 1080:1 and when me- 
chanically coupled to driving equip- 
ment, eliminates need for two to four 
conventional limit switches, maker 
says. @ Cutler-Hammer Inc., Milwau- 
kee, Wisc. 


Temperature Control 
Designed to indicate temperatures 
of gases, liquids and hotplates 


Remote bulb indicating temperature 
control, No. E36N, has die cast alu- 
minum, black wrinkle finish enclosure, 
with black bakelite cover. Indicates 
ranges between 100 deg F and 
1-600 deg F. Switches available in- 
clude: open, closed and double throw 
Ratings are 15 and 20-amp 115/230-y 
ac. @ United Electric Controls Co., 
Watertown, Mass. 


Mounting Bracket 


U-bracket mounting 
time switch housing 


eliminates 


Unit installation of 


switches in 


permits time 


enclosures and panels 
lime switch is snapped into bracket 
No screws needed. e Tork Time Con- 


trols, Inc., Mount Vernon, N. Y., 
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Wiring Systems 


May be used with cellular steel 
floors 


Two underfloor wiring systems, 15,- 
000 and 14,000 series, provide 20-sq. 
in and 9 sq. in duct capacity, respec- 
tively. Both systems can be combined 
in one installation. 15,000 series, 
measuring 242 x 10-in, has removable 
aluminum cover plates. Aluminum ex- 
trusion on either side provides screed 
line for concrete and finish trim for 
tile. Duct comes in 3 and 5-ft lengths. 
14,000 series measures 1% x 7% ins. 
Duct is in 8, 9, or 10-ft lengths. 
e National Electric Div., H. K. Por- 
ter Co., Inc., Pittsburgh, Pa. 


Electric Heating Units 


Can be used in every room as 
baseboard, wall or ceiling panels 
Using decorated wall panels, this elec- 
tric heating system creates warm air 
convection currents and radiates heat 
into rooms, maker claims. Units are 
available for 120-v, 240-v, and in 
watts from 375 to 2,000. Panels are 
2%4-in deep and come in six sizes: 
36 x 18-in, 48 x 6-in, 30 x 9-in, 36 
x 9-in, 36 x 14-in, 72 x 9-in. System 
is U. L. approved. ¢ Sun-tron Corp., 
Chicago, II. 


Circuit Breaker 


Electrically operated and mechan 
ically held 


Remote _solenoid-operated circuit 
breaker has been introduced to be 
used with automatic controls for mul- 
tiple-circuit, mixed-load service, maker 
says. Capacities said to be 0-50 amps, 
50-100 amps at 240-v, 480-v and 
600-v ac, 125-v and 250-v dc. e 
Lake Shore Electric Corp., Bedford, 
Ohio. 


Crimp Connectors 


Range of lugs includes wire sizes 


from No. 22 to 2,000,000 CM. 


In addition to other types of lugs, new 
line of crimp connectors includes 
parallel and butt splices, pigtails, and 
tags. Crimps are furnished with color- 
coded insulation. Insulation grip 
tional. Also non-insulated; copper 
and aluminum. e Penn-Union Elec- 
tric Corp., Erie, Pa, 


op- 


Appliance Switch 

Median mechanical life — over 
2,000,000 operations at full over- 
travel, claims the maker 
New appliance switch is said to fea- 
ture high overtravel and is claimed to 
provide trouble free operation. Special 
plunger mechanism provides min. of 
.200-in overtravel without curtailing 
life. Manufacturer also says median 
mechanical life of new switch—des- 
ignated “6PL41”°—is over 2,000,000 
operations at full overtravel. “Snap- 
on” terminals are claimed to speed up 
wiring. Contact arrangement is single- 
pole, double-throw. Switch may be 
wired normally open, normally closed. 
Rated at 15-amps, 125- or 250-v ac. 
e Minneapolis-Honeywell Regulator 
Co., Micro Switch div., Freeport, Ill. 


Outdoor Lighting 


For pools, terraces, 
and safety applications 


landscape 


Units feature colorful fixtures: black 
and white striped garden lights with 
scarlet can; lights of different heights 
form tripod with caps of blue 
and yellow; path or garden light 
(above), 18-in tall, has black hood 
and white baffle; mushroom lights 
with green finish, in single or double 
versions. Units available for perman- 
ent or portable installation. e Light- 
olier, Inc., Jersey City, N. J. 


red, 


Area Light Source 


Thin, rectangular glass plate pro- 
duces flourescent light 


Lamp consists of maze of 
sealed in a thin glass block no more 
than an inch thick, maker says. Elec- 
tric discharge travels through glass 
block to produce a large area source 
of light. Experimental models measure 
24-in by 8-in by 1-in thick, and 12-in 
square by I-in thick. Light is said to 
be emitted from both sides of panels. 
Constructed of heavy, shock-resisting 
glass, panels may be used in roadways, 
landing strips and for unusual illumi- 
nation effects, manufacturer 
e Westinghouse Electric Corporation, 
Lamp Division, Bloomfield, N.J. 


passages 


Says. 
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New switch for matchless safety 


Now, for the first time, the new American Electric Type 
“ND” Safety Switch offers all of the features “most wanted” 
in one safety switch by people who work with and use 
electrical equipment. 

Included among the many “extras” to be found in this 
newest of safety switches are: visible double blade con- 
struction; positive, snap-action make and break; double 
insulation between blades and operating mechanism; opti- 
mum-size enclosures for maximum heat dissipation; plenty 
of wiring space for easier, faster installation; and an exclusive 
safety-yellow operating handle for quick, positive “spotting” 
even in poor light. 

These and countless other field-tested design standouts 
assure the ultimate in safety switch protection with maxi 
mum operating life. 


he CLARK CONTROLLER 


Everything Under Control © 1146 East 152nd Street * Clevelond 10, Ohio 


This new American Electric Normal Duty Safety Switch 
is, in fact, the result of the same kind of thorough engi 
neering research and workmanship which has long made 
Clark Controller “the 


electrical control 


standard of quality” for industrial 


It meets NEMA standards for normal duty industrial and 
commercial use and is approved by Underwriters’ Labora 
tories for these applications as well as for service entrance 
equipment. It is currently available in 30-ampere and 
60-ampere, 250-volt and 600-volt ratings, both fusible and 
non-fusible 

See your nearest American or Clark representative for 
complete information on this new switch for “matchless 
safety’— and how you can handle the line. Or, you can 


write direct for more details 


ahYy 





Latrobe 


“TRU-LEVEL” 


Fully-Adjustable 
FLOOR BOX 


A 4 inch sheet steel, galvanized octagon 
watertight floor box, with a 344” opening— 
large enough for the hand to fit into, in order 
to make inside conduit attachments. 

A ‘2 inch adjusting ring and 2'2 inch long 
screw legs make for quick and easy tru 
leveling. 

Two 42” and two 34” KO's in sides—three 
¥2” and two 34” KO's in bottom 

Listed under re-examination service of Un 
derwriter’s Laboratories, Inc. 


Two Gang Adjustable 
Floor Box 


Adjustable Boxes come in single-round or 
square bodies. Also in square type Single 
Gang, Two Gang, Three Gang and Four Gang 
Boxes. All adjustable boxes are now bonded 
which makes them fire-proof 


“Latrobe” 
Pipe or Conduit 
Clamp 


This clamp is made 
with a double 
safety bite of case 
hardened tool 
steel. Two models 
—Right Angle and 
the Parallel support. Each model comes in 10 
sizes to handle pipe or conduit !/)" thru 4". 
LATROBE PRODUCTS 


NON-ADJUSTABLE FLOOR BOXES 
ADJUSTABLE FLOOR BOXES 
GANG BOXES—COVER PLATES 
JUNCTION BOXES—NOZZLES 
PIPE OR CONDUIT HANGERS 
INSULATOR SUPPORTS 
CABLE SUPPORTS—FISH WIRE 
STAPLE AND CABLE CLIPS 


Sales Representatives in all principal Cities 


; 


Bullman | 


Manutacturing Co. 


1209 12715 JEFFERSON STREET 


LATROBE. PA. 


HIGH VOLTAGE 





Electric Housewares Promotions? 


By H. M. Long 
McDonald Distributors of Florida, 
Inc., Fort Lauderdale, Fla 


ROMOTIONS in Electric House- 
wares? Why, of course, there 
must be promotions! 

Many of us oldsters have been ex- 
posed to promotions for 30 to 40 
years. We have grown callous. Hav- 
ing seen the same promotions in 
slightly different dress, come up in 
cycles so many times, we are inclined 
to be harder to convince each time. 

Nevertheless — promotions — good, 
mediocre or even bad, are still de- 
serving of the good old college try by 
us as distributors. Why? Because pro- 
motions, good or bad, are the neces- 
sary spark and incentive to arouse 
new sales effort. And sales effort al- 
ways brings results. 

Each distributor should, of course, 
tailor these promotions by his own 
experience and to his own customers. 
Any promotion generally needs a 
different dress in being presented to 
the small hardware dealer than it 
wears in front of the mass merchan- 
diser. It’s up to the distributor to 
make the necessary alterations. 

I am, however, quite allergic to 
those promotions whereby the dis- 
tributor gets his compensation in the 
form of certificates, to purchase at a 
slight saving, merchandise which he 
already has too much of—(pardon 
the grammar). ‘ 

I am also allergic to being asked 
to contribute financially to the adver- 
tising costs and even to the promotion 
materials costs to promote a manu- 
facturer’s merchandise. 

If electric housewares franchises 
vere exclusive this practice might be 
condoned but in multiple distribution 
there is no justification. 

In the matter of promotion I would 
highly recommend the open house 
showing as a means of familarizing 
management, salesmen, dealers and 
dealer sales people with the wide va- 
riety of electric housewares available 
in your local stock. 

This Open House showing may be 
held in the distributor's showrooms 
or in a hotel or restaurant, whichever 
seems most desirable. But, on this 
subject of promotion, will you pardon 
me if I divert to my favorite promo- 


tion—the promotion of a profit to 





the distributor 
What is our number one obstacle 
to promoting a profit? The answer is 
our vanity'—We mix too much 


vanity into our pricing arithmetic. 

Somehow or other, we feel that 
our prestige is irretrievably damaged 
if we do not get our share of the 
business, by which of course we mean 
—the lion’s share of the business. And 
if the guy around the corner cuts 
the price and takes our business away 
from us, by gosh, we can afford to 
cut longer and lower than he can and 
we proceed to demonstrate. Of 
course, so we tell ourselves, all we are 
doing is meeting competition, but 
soon we are the competition. 

The result,—oh, of course, we 
finally decide the line has become 
unprofitable and we drop it entirely. 
Never a thought that it would surely 
be better to be a small frog in the 
puddle at a profit than to finally be- 
come the big frog in the puddle at a 
loss. 

Vanity—what things you do to us! 

And should you be under the im- 
pression that the Florida Gold Coast 
is slow and easy pricewise,—Tain’t 
So! First column prices are a com- 
plete waste of printers’ ink in South 
Florida. 

It’s not—‘‘What’s my discount?” 
It's—“What’s my discount from the 
discount?” 

This matter of “Let George do it” 
(the manufacturer that is) reminds me 
of a thought provoking question I 
heard recently. It goes like this. “Are 
you helping the solution or are you a 
part of the problem?” 

Let me change it a bit. “Are we 
helping the solution, or are we part 
of the problem.” 

Can many of us honestly tell our- 
selves that we are not part of the 
problem? And while we remain part 
of the problem by following our van- 
ity instead of our arithmetic, we will 
“sure as shooting” find it hard to help 
the solution. 

May I suggest—that we seriously 
study our costs of operation, set our 
pricing in line with our arithmetic in- 
stead of our vanity, pay less attention 
to our competitors’ prices and more 
attention to our own promotion and 
selling activities, and we are automat- 
ically on the way toward a solution. 

When we individually remove our- 
selves from being a part of the prob- 
lem—much to our surprise the solu- 
tion follows a lot easier 

In fact you may even get the 
thrill, as we have, of learning that 
in the process of insisting on a profit, 
sales volume does not seem to suffer, 
while net profits finally get to grow 
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only accurately tapped 


Columbus. 


BRAND 


COUPLINGS& 


can assure 
tight connections 




















COLUMBUS Couplings are precision manufactured 
throughout to ensure highest quality. Accurate tap- 
ping and careful special chamfering for water-tight 
joints assure completely satisfactory installations. 
Uniform dimensions resulting from precision man- 
ufacturing, plus rigid inspections, have created an 
increased demand for COLUMBUS Couplings every 
year. 


COLUMBUS Couplings are hot-dipped galva- 
nized or black enameled — available in all sizes 
from %” to 6”. Sizes 42” to 2” are conveniently 
packaged at no extra cost. Sell COLUMBUS fittings 
for profitable repeat sales. 


— this extra service 
You can get speedy delivery of 
all COLUMBUS fittings from any 
of the 10 conveniently located 
warehouses. 








Look for the U. L, Wake 
SOLD ONLY THROUGH label when buying elbows 


RECOGNIZED WHOLESALERS and nipples. 





ne BRAND 
CONDUIT FITTINGS 
CONDUIT PIPE PRODUCTS COMPANY —— COLUMBUS, OHIO 


PIPE COUPLINGS «¢ PIPE NIPPLES « ELBOWS, RIGID & E. M. T. 
RUNNING THREAD « GOOSENECKS «+ WALL PLATES 
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Many orders to different manufacturers ONE ORDER TO REVERE 


Cut your paperwork and overhead by 
ordering all outdoor lighting from Revere 


Revere offers widest line of outdoor lighting 


No matter what the outdoor lighting job, Revere has the 
equipment for it. Revere offers a wide range of incan- 
descent, mercury and fluorescent lighting fixtures, cluster 
lights, hinged and rigid poles, transformers, and acces- 
sories. The complete Revere catalog is all you need to 
be in the profitable outdoor lighting business. 


Simplified ordering, pricing, billing 


You can save time and money by ordering all your out- 
door lighting equipment from one reliable source. With 
Revere, you can select all components from one catalog, 
place one order, have one price source, receive one 
invoice. Sales costs and clerical detail are kept to a 
minimum, and your overhead is reduced accordingly. 


Lighting layout service helps you sell 

Revere’s qualified engineering staff is always ready to 
give you professional outdoor lighting layouts — fast 
and at no charge. Into each Revere layout goes 30 years 
of concentrated outdoor lighting experience you’re 
sure the lighting is engineered for peak efficiency. Send 
us specifications for your next outdoor lighting job 


Matched units for trouble-free installation 
You can cut contractor call-backs by ordering all com 
ponents for an outdoor lighting job from Revere’s 
matched line. This assures you that the equipment will 
fit right for proper installation. It means one delivery 
from one manufacturer — no wasted time co-ordinating 
and expediting deliveries from several suppliers. 


Write for Revere Outdoor Lighting Catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. © 7420 Lehigh Avenue e Chicago 48, Illinois (In suburban Niles) 
Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 


In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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GET THE 


IN COMPRESSION-CONNECTOR TOOLING 



















sizes *22 thru *10. A wire cutter a 
single indentor die for all wir 4 


change, ider 









Se. eo 6.8 ae oe. es OS 26 6 Oe 6 Oe Oe 6 6 ee Se ee ae “2 x 
Y34 Portable, manually perated T 

A pletely insulated, hydrau HYPRESS 

for installing HYDENT connectors on 


8 Str. thru § Mcn able. Weigh 
only 9 Ibs jevelor 18 bs. Sur 
plied witt nve ent tal carryir 
case 





Contractors with an eye on cutting connector installation time count on the Burndy 
Big 3. This Y1OM, MY29-3, Y34A combination crimps practically every type and 
compression connector on any job...adds the versatility, speed, and economy that 
result in profitable jobs. See your local Burndy distributor for demonstration 


Norwalk, Connect. In Europe: Antwerp, Belgium Toronto. Ca 
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Light-weight hand tool insta a wide 
variety of HYDENT® connectors on wire 


are in the nose of the t Other fea 
tures are wire stripper, bolt cutter 
thread chasers. and die for ng 
atior rit 

“. -. oh “eee eee — 
Th HYTOOL® feature e easily ad 
justed die set that installs HYDENT or 
commercial copper t fror Bt 
250 Mcm. and ona nductor 
8 to 4/0. Indexing plate sre used for 
setting adjustable est die for either 

copper or aluminum. No dies t ta 











A standard cable for every special job 


e Asbestos Wire and Cable e Varnished Cambric Cable 
e Mold-Cured Portable Cord e Interlocked Armor Cable 
Shovel & Dredge Cable e Special Purpose Wire & Cable 


Paper & Lead Cable Aerial, Underground and 
Submarine Cable 
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New (ss) Tiger Brand Amerbestos—Type IPE 
withstands both high temperature and moisture 


Type IPE stands for Irradiated Polyethylene. By 
combining IPE insulation with asbestos in our new 
Tiger Brand Amerbestos Cables, we get excellent 
resistance to both high temperature and moisture. 

Conventional asbestos-varnished cambric cables 
were good for high operating temperatures but had 
little resistance to moisture. 

The new irradiated polyethylene-asbestos cable, 
Type IPE, is superior in every way to conventional 
AVA cable and it costs you no more. You get the 
same physical dimensions, finished appearance, 
and safe operating temperatures. 

Subjecting the polyethylene to a high voltage 
electron beam causes it to lose its thermoplastic na- 
ture, thus permitting its operation at much higher 
temperatures. Polyethylene so treated is known as 


“irradiated polyethylene” and the process has 


Test results show superiority of Amerbestos Type IPE Cable 


Three 5-foot samples each of Type IPE and Type AVA Cable were wound 
around a mandrel 8 times the diameter of the cable and then straightened 
This was done on samples after heating 48 hours at 130°C. Samples were 
then immersed in water at 50°C for one week. Insulation resistance read- 
ings were taken during this immersion and directly before breakdown. The 
IPE polyethylene insulated cables retained their high insulation resistance 
averaging 333,000 megohms against 36.9 megchms for the varnished 


cambric AVA cables. 


Dielectric Strength average: Polyethylene 31.2 KV, varnished cambric 


AVA 7.06 KV. 
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proved highly successful in severe field applications 

The big difference is that you can now use the 
cable for many more applications such as outdoor 
crane wiring, forced draft fan motors for boilers 
and other locations requiring high resistance to 
both heat and moisture. For more information 
write American Steel & Wire, Dept. 9209, 614 Su 
perior Ave., N. W., Cleveland 13, Ohio 


USS, Tiger I 4 


American Steel & Wire 
Division of 
United States Steel 


Copper 
Conductor 


Asbestos 


Irradiated 
Polyethylene 


Asbestos 


Asbestos 
Braid 
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electrical 
distributor's 
inventories 
look like 
this 





»».SO your 
inventories 
can liook like 
this! 


To cut inventory costs, make Youngstown’s Electrical Dis- 
tributor your local source for rigid steel Conduit and 
E.M.T. requirements. Make fu e of his complete local 
stocks, fast delivery service. His ource service simplifies 
your purchasing and bookkeepin ». You’ll find him an 
efficient, time-saving, partner-in-pr tion. 


« 
k 


Photos courtesy of The Geo. Worthington Company 


THE 


YOUNGSTOWN 


SHEET AND TUBE COMPANY 
Youngstown, Ohio 


Manufacturers of Carbon, Alloy and Yoloy Steel 











GEDNEY INSULATED MALLEABLE 


IRON BUSHINGS 
FI VF NE W (cadmium - plated). Poly 
ethylene collar is free to 
turn while bushing is 
tightened. ..prevents 
binding, twisting, 
during installa- GEDNEY JUMPER WIRE 
tion. Sizes Ya" BONDING BUSHING 
to 6" jerless lug. Malleable 


PRODUCTS. .. ea 


+ 


‘that 
fit 


always!’’ 


Nobody knows better than you do 
how much time, trouble and expense 
are involved when electrical fittings 
don’t fit properly. That’s why Gedney 
has adopted the simplest of mottoes: 
Gedney Fittings fit. And we mean it! 


Gedney Fittings are machined with 
unfailing accuracy, then carefully fin- 
ished, finally they’re scrupulously in- 
spected. Result? You no longer have 
to make allowances for the fittings 
(and time) you used to throw away! 
One more thing. These better fittings 
cost you no more! 


Think of all the places you can save 
time and money with these five new GEDNEY STATIC PREVENTIVE 
Gedney Fittings and Accessories! GROUND CLAMPS 


Made to ground pipe or 
conduit from “4” to 8” 





RKO BLDG. + RADIO CITY » NEW YORK 20 
GEDNEY FITTINGS FIT Foundry, Factory and Shipping Point: Terryville, Conn. 
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ENGINEERED INTO 
BLACKBURN’S | 
COMPRESSION CONNECTORS 


| \ 
Fatich Conductivity - 





Blackburn has engineered all compression 
connectors shown to fit your present tooling 
program—and added advantages to meet 


engineers’ and linemen’s requirements. 


Type HT Prefilled Type SH Prefilled 


WO ACSR 


f 


_ tlle lll lili, lilly 
f 


— 


Standardization now possible with 
Blackburn “H”’ frame connectors 


Designed to fit the tools you already have for applying ‘‘H”’ 
frame type connectors. 


Full length tab completely seals out moisture, easiest to bend 
and install! 


Shot blasted to improve conductivity and retard corrosion. 


Prefilled with Blackburn's superior oxide-inhibiting compound, 
Contax, in easy-tear tab vacuum package. 


Color fast, large, easy-to-read lettering. 


‘ 


Type HT is reversible, both grooves “‘open’”’. For large aluminum 


tap to smaller copper main. Also used for dead ending. 


You get higher conductivity with 
Blackburn service entrance sleeves 


Blackburn—and Blackburn alone—provides greater contact 
area where needed, to assure greater conductivity. This is 
accomplished by increasing hole depth as the diameter of 
the conductor is increased, thereby providing more contact 
area for the conductors being connected. 

The Color Coding is printed for quick, positive identification. 
The sleeves’ ends are sealed with Aluminum Sensitized Tape, 
which is easy to puncture... and, if a particle of the seal 
is pushed into the chamber, the particle is conductive. 


Contax, Blackburn’s superior oxide-inhibiting compound, is 
already in these sleeves in measured amount. Won’t squirt 
out on glove or in face. And the solid center stop in a 
Blackburn Sleeve assures proper distribution of the inhibitor 
around the conductors. Designed for tooling you have. 
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(Patent Pending) 


Type SD 


Exclusive drip-guard separator in Blackburn 
6-frame tap connector gives extra protection 
to bi-metallic connections 


* Spacer allows SD Connector to be used for bi-metal connections with 
the tools you already have for ‘“‘C’’ Frame type connectors. 

¢ An economical substitute for “L’’ taps, since extended drip guard 
gives extra insurance against corrosion products bridging the bi- 
metallic gap. 

e A true two-handed connector, very adaptable for hot line work. 

Shot blasted for highest conductivity and corrosion resistance. 

Prefilled with Blackburn’s Contax and vacuum packed for insurance 

against corrosion. 


Type SF 


¢ Recommended for aluminum to aluminum. 
® Spacer gives better protection against strand breakage. 


¢ Can be installed with same tooling used for Type SD. 
¢ Prefilled with Blackburn's Contax and vacuum packed for insurance 
against corrosion. 





Blackburn neutral repair sleeves 

save dollars on triplex services 

¢ Salvage short lengths of pre-assembled service 
drop cable with Blackburn Sleeves. 

*® Designed for and tested with the tools you 
already have. 





e Extra length engineered for neutral pullout values 
in keeping with dead end devices 


See JB Catalog 
858 for Tooling 
INFORMATION 














JASPER 
BLACKBURN 
CORPORATION 


1525 Woodson Rd., St. Lovis 14, Mo. « WYdown 3-9430 


) 


1 N 
LIVE BETTER 
“Corgyce™ 





S 
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NS 
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handle 


99% 


of all your 
test needs 
with the 


ALL-PURPOSE 
AMPROBE RS-3 


Check resistance of 
motor control solenoid coil. 


Balancing circuits. 


VsWNeas 


& 
v4 Sr. 
eee 


s 


There’s only one way you 
can do it... with the 
new AMPROBE RS-8... 
the only tester small enough 


to fit in your pocket, yet 


uf 
4 
' 
EN BE re 


versatile enough to measure 


volts, amps, 7 233 
and OHMS! : = 


Pyramid Instrument Corporation, Lynbrook, N. ¥. In Canada: Atlas Radio Corp., 50 Wingold Ave., Toronto 
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Check resistance of 
transformer windings of ballast. 





Use as continuity tester 
to determine if fuse is good. 


Check for low voltage condition. 


Meets every commercial voltage 
requirement on three voltage 
scales ... 0-150/300/600 volts ac. 
Accurate current readings from 0 
to 300 amps on five current ranges. 
The ohmmeter scale is designed 
specifically for you... readings as 
low as 0.5 ohms can be taken, en- 
abling you to readily distinguish 
the difference between short cir- 
cuits and actual coil resistances. 


Doesn’t it make a helluva lot more 
sense to use this one all-purpose 
instrument than to tote three sep- 
arate testers that can’t even come 
close to AMPROBE efficiency? 
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are you buying 
completely rustproof conduit? 





PITTSBURGH STANDARD HOT- DIP GALVANIZED CONDUIT IS 


The zinc chromate coating that characterizes Pittsburgh Standard Hot- 
Dip Galvanized Conduit doubles the protective life of the galvanizing 
And the hot-dip galvanized and coated threads stay bright, clean and 
sharp. No chasing or cleaning required even when conduit lies in stor- 
age for months. All thread protectors are color-coded for easy size 
identification. 

For ease in handling, Pittsburgh Standard conduit is banded into 
master lifts, and the individual bundles of each size are identified by 
color-coded bundling tapes. All these features are yours at no extra cost 
when you buy Pittsburgh Standard. Ask for them at your electrical dis CONDUIT co. 
tributor’s. Pittsburgh Standard Conduit Company, Verona, Pa 


PLANTS AT VERONA AND MORRISVILLE, PA ( i 
RIGID STEEL CONDUIT - ELECTRICAL METALLIC TUBING - ELBOWS - UPLINGS - FITTING : 
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SATISFIED customers 


I-T-E quality helps you 


First thing your customers notice about I-T-E 
equipment is its solid quality construction. Then 
1-T-E’s 7-point program 
to help you sell 


they discover how easy it is to install. Next they 
learn how well it performs in service. All down 


the line, I-T-E quality means more satisfaction. 
. Heavy advertising support 


. Annual distributor forums to train your people 
. Descriptive literature and counter cards 
. Participation in national and local trade shows 


And that means steady repeat business for you. 


[here’s a broad line of I-T-E electrical equipment 


. offering you an enormous range of opportuni- : 
. Engineering support for you 
. Broad line of quality equipment 


Selective distributor policy 


ties to sell and profit. For big technical jobs, I-T-E 
local representatives will give you all the engi- 
neering assistance you need. I-T-E Circuit Breaker 
Company, 1900 Hamilton St., Philadelphia 30, Pa. 


room EE 





Outdoor switches 


=m 6 


Cut "s 
a 


Primary substation Power switching centers 
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become STEADY customers 


win more steady customers 





kev interlocks TELEMANI motor-operated 
yided case circuit breakers 











Individually enclosed large Individually enclosed CORDON K-Line LV switchgear (600 
air circuit breakers current limiting circuit breakers 





Metal-clad switchgear vid Osec led e circuit breakers 
(4.16 and 13.8 kv) 


I-T-E CIRCUIT BREAKER COMPANY 
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New house? Old house? 
... for every room in any house 


CHROMALOX has the answer 


Upstairs, downstairs, all through the house. . . or 
school, church, motel or office . . . there’s a Chrom- 
alox Electric Heater designed for the heating job. 
Chromalox Electric Baseboard Heaters are avail- 
able in many sizes and ratings, with matching blank, 
corner and trim sections for a uniform appearance. 
Chromalox Radiant Wall Panels, Wall Insert 
Heaters and Cabinet Convector Heaters provide 
abundant heat to meet a variety of other heating 
requirements and decorating tastes. 
Chromalox Floor Drop-In Heaters quickly stop 
heat loss caused by “picture” type 
tf windows. 
“rcrmes™ Chromalox Utility Spot Heaters 


LIVE BETTER .. and Portables concentrate heat 
HEAT ELECTRICALLY 


att 
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where and when it’s needed for laundries, work- 
shops, garages and other small, occasional-use areas. 

In addition to all these, the Chromalox line in- 
cludes unit ventilators, fan driven heaters, Therm- 
wire heating cable, in-duct heaters, and others. 
Chromalox offers you: good profits, customer satis- 
faction, nation-wide distribution, and local Chrom- 
alox engineering assistance. Write now, or call your 
Chromalox ‘‘Man with the Answers.” 


(om aen | a ame 4 
Elect. Hreat> 
INDUSTRIAL + COMMERCIAL + RESIDENTIAL 


EDWIN L. WIEGAND COMPANY 
7595 Thomas Boulevard * Pittsburgh 8, Pa. 
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RACO screwless 
“Q) Quick-Clamp 
saves time 
on the job 


With RACO’s new “Q"’ Quick-Clamp you can install non-metallic 
sheathed cable in seconds—without clamp screws. Simply push 
the cable through ‘‘Q”’ Quick-Clamp. Cable is held firmly in place, 
can’t be pulled out until clamp is released. To release the cable, 
apply a little pressure under the clamp with your screwdriver. 
With the new ‘'Q”’ Quick-Clamp there will be no more iost 
time tightening and loosening cabie clamp screws...no 
more stripped screw heads. 


And... you'll save an hour or more on the average job (60 to 
100 boxes per house). Your RACO Distributor has the new ‘*Q"’ 
Quick-Clamp Switch and Outlet Boxes. (Exceed Underwriter 
Laboratories’ tests; are fully protected by patents.) 

See them and try them now. 


*Trademark 


ALL-STEEL EQUIPMENT INC. Aurora, Illinois 









>= 


= 


| 
i] 
| 
] 









re 






"“Q"' Quick-Clamp 
available in RACO 
switch or outlet boxes 


Cable moves freely 
into clamp and is 
gripped tightly 


To back-off cable 
release clamp pressure 
with screwdriver 





Foiiler QUIK-STIK POLYETHYLENE ELECTRICAL TAPE 


e Ideal for all outdoor and indoor, underground or e Low moisture-permeability, high abrasion- and 

overhead wiring, in utilities, electronics, aircraft, corona-resistance. 

automotive, and general use. e Resists acids, alkalies, oils, solvents, fungus, 
bacteria, gases. 

Get full information on Porter Quik-Stik polyethyl- 

: ‘ ene tape by writing today to Thermoid Division, 

e Dielectric strength tested to 1,000 volts per mil; H. K. Porter Company, Inc., Tacony & Comly Sts., 
uniform power factor over wide frequency range. Philadelphia 24, Pa. 


e One-wrap, single-wind primary insulation 
e Permanent strong tack fast-sticking anywhere! 


THERMOID DIVISION H.K.PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Electrical Equipment—DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; 

Copper and Alloys—RIVERSIDE-ALLOY METAL DIVISION: Refractories—REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL DIVISION, VULCAN-KIDD STEEL DIVISION; 

Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE ROPE DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY DE MEXICO, S. A.; 
and in Canada, Refractories. ‘‘Disston” Tools, “Federal” Wires and Cables, ‘““Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD 
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Lain that 

SLATER | 
a ” 

LID 








An 


4 \ \ 


—————— 


MARINAS ¢ BOATYARDS « HOMES « BUILDINGS 
TRAILERS « TRAILER CAMPS « MOTELS 


The Only Weatherproof Cover today that’s easy to install...easiest to use!... flips 





open... flips closed...extra thick aluminum section and lids...special stainless steel 
springs! Patents pending. * 
* WRITE FOR NEW 1960 SLATER WIRING DEVICE CATALOG AVAILABLE SOON (over 400 devices) 


SJater Flip lid 


SLATER ELECTRIC & MFG. CO., INC. © 45 SEA CLIFF AVENUE * GLEN COVE, N.Y. © ORiole 6-1100 





FOR SAFETY’S SAKE, 
BUY VACU-BREAK 


With BullDog’s exclusive 
clamped-pressure switching contacts 


e gine 


Dangerous arcing with open knifeblade switches 

Unconfined flash explosion occurs, burning and pitting 

blades. Fire hazard and frequent maintenance are the 

compact Vacu-Break* chambers. Pitting and burning of result. These are unretouched photographs of 100 amp 
600 volt switches, operating under 90 ampere, 440 volt 

load with 40% to 50% power factor. 


Maximum safety with BullDog Safety Switches 
Arcs are smothered before they can cause fire hazard or 
damage to the switch because contacts are housed inside 


contacts are reduced to an absolute minimum—mainte- 
nance is virtually eliminated. 


Withstand 100,000 amp fault current 


Simple, foolproof switching 
Vacu-Break heads are directly con- 
nected to the switch handle. No 
toggles, triggers or springs to fail. 
No danger of switching failure. 
Positive, safe switching every time 
for a lifetime. 


*\ Break 


Clamped-pressure contacts 

This close-up shows movable con- 
tact slug and Clampmatic* spring 
assembly inside Vacu-Break cham- 
ber. The Clampmatic assembly as- 
sures pean paonliben contacts, 
speeds “break”; increases switch life. 


he 1-T-E Circuit Breaker npany. * np-Trap 


tistered trad rk he ( 


BullDog Vacu-Break Switches— 
Master and Junior—will withstand 
100,000 amp short circuit current 
when equipped with current-limiting 
Amp-Traps**. Play it safe—recom- 
mend and buy BullDog Vacu-Break! 


hau t Company 


BULLDOG ELECTRIC PRODUCTS DIVISION 
I-T-E CIRCUIT BREAKER COMPANY 
BOX 177 ¢ DETROIT 32, MICHIGAN 


In Canada: 80 Clayson Rd., Toronto 15, Ont. Export Division: 13 East 40th St., New York 16, N.Y. 








Combine the quality features of Trade-Wind Space Saver Hoods and the 
result is GREATER COMFORT for the customer. 


This new line of Trade-Wind Ventilating Hoods gives the customer: 
. » « Quiet, powerful ventilating that tops everything on the market. 
. . « Cabinet space entirely free for storage. 


. » « Anew style trend in hood design which is highlighted by the 
custom look of Trade-Wind craftsmanship. 


All this means greater comfort and satisfaction for the user. 


Lrade-Diud Mllerffens, prc. 7755 PARAMOUNT PLACE, DEPT. EW PICO RIVERA, CALIF. 


DIVISION CF ROBBINS & MYERS,INC. 
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Diamond has all 


portable cords 


Red-D-Prene® 


Neoprene Sheathed 


Black Diamond 
Rubber Sheathed 


Signal Yellow 
en eee 


3 


for hot, oily locations for general purpose use for all locations where heat 


is no problem 








Red-D-Prene for mill and plant use is designed with tough, oil, heat and 


flame resistant Type MD (Mill Duty) neoprene jacket in industrial red for ready identification. 


Black Diamond has durable rubber jacket protecting against alkalies, 


acids and moisture. Very flexible construction prevents kinking in service. 


Signal Yellow has a jacket of yellow thermoplastic that is quickly seen 


to handle... smooth sheath will not readily collect dirt. Easy to pull. 


'AMOeND |! S$ AttcisS oOo ae PRtIiWM™M E SU PPLE ER Oo F 


= = | ~~ - - — —— Scorer 
DTW Smail Diameter DTX* Non-Metallic 
Building Wire White Sheathed Cable 


Type SE Service 
Entrance Cable 
(Armored & unarmored 


sis 


ABC Armored 
Bushed Cable 


Range Cord Sets 


for t 
& 

on 

~ 


WIRE and CABLE Company 


Sycamore, Illinois 
WAREHOUSE: BIRMINGHAM, ALABAMA 
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By Robert S. Bush 


Left to right: Howard Phillips, ap- 
paratus and supply manager; Ben Reif- 
ler, industrial Bob Bohrer, 
manufacturer's a&s representative, and 
N. L. Reifler, Electra’s president. 


manager, 
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Separate industrial building and two independent but 


cooperative sales staffs* prove that... 


In Division— 


There's Strength 


ONCENTRATION 
ization in 
helped to stem decreased sales in 

this phase of the electrical market for 
Electra Supply Co., Inc., of 
keepsie, N.Y. 

This has been done by 
an industrial equipment 
dependent in most 
parent company 

Several ago, Electra 
found — industrial dwindling 
Through investigation in talking with 
customers and with their 
men, they that their 
personnel and were not 
spending enough time with the cus 
tomer and potential customer to give 
them the service they What's 
more, the found 
that many wanted 
were not being stocked by Electra 
e A Great Need—“When we first 
thought of stressing industrial 
we believed there was a 
industrial this Ben 
Reifler, industrial manage “By 
talking with the industrial customer, 
we felt he was not getting the type 


and 
industrial 


spec ial 


selling has 


Pough 


establishing 
division, in 
aspects from the 
years officials 
sales 
own sales 
discovered own 
could not 


wanted 
company officials 


items the customer 


sales. 
need for an 
house in area,” 


Says 


of service he ved trom anvon 
in the 

With these idea 
officials started the 


{ 


in 1954 


area 
Ss in mind, company 
ndustrial division 


with ware 


house and personnel. The building u 


which the division ts located was pul 


chased in 1929 and housed the whole 


saling business until the firm 
its offices a shor ] 


e An Expansion—At first, the indus 


moved 
iway 
ss only 


trial personnel intend » Str 


machine tools and t 
lightly 


‘This did not prov to de too 


intenance 
items 
States 


satisfactory. however 


‘Later, we felt there need for 
ince items 
primarily tor the rf netals 
try, which is ref yr oin 


stocking and selling n 
indus 
this 
Eventually é i ito 


area more 


detailed selling er ( red an 
industrial 
took on intenancs ! w ¢ 
hire 


ion 


special! nen we 
were 
able to sonnel for 
the oper 

At present, t en call on 
industrial acc two 


take care 


men 


rehouse and 


CONTINUED 








TEAMWORK in making an industrial sale is shown here by 
Reifler and Alfred D. Portsmore (right), manufacturer’s repre- 
sentative. Lew Clark (left), shop superintendent. Hoe Corp., 


INDUSTRIAL division was established after discussions with 
industrial customers revealed they were not getting enough 
specialized service. Here, Reifler (left) questions Andrew 


Reid, p.a. for Western Printing and Lithographing. 


In Division——There’s Strength (cont.) 





asked distributor to aid in solving electrical problem. 


‘We Work Separately—But Closely— 


counter sales. One man spends full 
time as a telephone salesman. 

e Cooperation Stressed—Very rarely 
do industrial and electric supply sales- 
men call on the same account indi- 
vidually. It is not uncommon, how- 
ever, for them to cail on the same 
account together. This happens when 
an industrial salesman needs the aid 
of the electric supply department in 
making recommendations and sug- 
gestions for a particular installation 
or application. 

On lighting or relighting jobs, in- 
dustrial salesmen receive assistance 
from Electra’s lighting department 
After a discussion with the potential 
customer, the entire project is turned 
over to the lighting department. 

“Although our division functions 

separately from the other departments, 
we could not operate successfully 
without working closely with the per- 
sonnel from these departments,” Reif- 
ler says. “We must work together not 
only for a successful sale, but also for 
the extra business from the sale of 
related items this brings in.” 
e Frequent Calls—To give adequate 
coverage and service, Electra’s indus- 
trial salesmen make calls on each ac- 
count at least once every two weeks 
Salesmen are trained—through sales 
meetings, and _ especially through 
knowing the market—to know exactly 
what type of items a customer will 
need. 

For instance, Reifler stresses that 
it is almost impossible to sell a cutting 
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tool in a knitting mill. On the other 
hand, purchasing agents in knitting 
mills are always receptive on main- 
tenance items and hardware, not in- 
cluding retail hardware items, which 
Electra does not stock. 

e A Good Market—The mainte- 
nance market is profitable and essen- 
tial to Electra’s industrial division, and 
salesmen go after this in a big way. 
Each salesman is constantly looking 
for a new application of a product 
he can pass on to his customer. Much 
of the industrial division’s success has 
been based on the emphasis placed 
on high-priced items. 

“We not only get a better margin 

of profit on high-priced items,” Reifler 
says, “but the customer naturally re- 
ceives benefits from a quality item. 
Although our salesmen will show new 
products that are low-profit mainte- 
nance items, he also shows the high- 
priced items in comparison.” 
e A Different Market—The Electra 
official stresses that industrial selling 
is quite different from selling to the 
electrical contractor. 

“In most cases, we are dealing with 
different problems that are faced by 
the electrical supply department,” he 
emphasizes. “The electrical contrac- 
tor, for example, knows what he is 
going to deal with on a job before he 
starts the project. He even can stock 
in advance. 

“It’s just the opposite with indus- 
trials. Here, nothing is ordinary— 
nothing can be taken for granted. Per 


sonnel in the job shops don’t know 
what they want, and it is up to our 
salesmen to tell them—and to sell 
them. 

“We have to give them advice and 

tell them of all the latest items and 
applications of items. They don’t 
stock like the electrical contractor, 
and we must have an adequate stock 
to back up our sales efforts.” 
e Separate Function—With the ex- 
ception of receipts payable, all opera- 
tions within the industrial equipment 
division function independently from 
the main house. A complete stock of 
industrial electrical equipment and 
tools is maintained in the 10,000-sq ft 
building. Office personnel maintain 
their own inventory file system, which 
is checked constantly to prevent a 
particular item from being out of 
stock. All billing to customers is made 
on the division’s own special invoice 
forms 

As fat 
most are made on regular truck runs 
from the electric supply division if 
possible. Otherwise, special shipping 
arrangements are made directly from 
the industrial division 

In cases of emergency, however, 
cooperation again comes into play 
between the industrial and electrical 
supply divisions. Salesmen from one 
department will deliver items person- 
ally to customers of the other depart- 
ment when the need arises. 

e Standard Policies—‘“Almost 100% 
of the policies and functions are made 


as deliveries are concerned, 
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be . 


INSPECTING COMPLETED installation is part of follow- HIGH-PROFIT items are displayed in the industrial division 
up service from Electra’s industrial division personnel. John showroom. Customers are invited by industrial personnel to 
Kardos, chief electrican for Western Printing, shows Reifler the showroom for demonstration of this type of equipment 


that installation is performing correctly 


within the industrial equipment divi- 
sion,” Reifler says. “The way we 
operate depends on our own par- 
ticular market, which might not nec- 
essarily be the same for the other 
divisions. 

“However, naturally, all of our 
policies and many of our discount 
schedules and procedures are based 
on what has been done in the past 
by the electrical supply department,” 
Reifler explains. “For instance, we 
maintain a 2%, ten-day discount 
schedule, which is standard in all of 
the divisions (apparatus, supply and 
lighting, industrial and major appli- 
ances). We couldn’t go against the 
company policy on some functions.” 
e Counter Sales— The _ industrial 
manager states that at present all 
outside salesmen are becoming in- 
volved in an attempt to increase the 
business at the counter. Through a 
concentrated coverage during the next 
six months, salesmen are going to in- 
form their customers and potential 
customers of the wide range of items 
handled at the division. This coverage 
is going to be through personal con- 
tacts during calls, meetings for plant 
maintenance men and engineers and 
through regular open houses. 

“The one large factor involved 
here is that we are not only trying to 
gain more sales at the counter, but are 
attempting to convince the customer 
that he can pick up an item at the 
counter just as fast—and even faster— 
than he could get it if we shipped it 
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All personnel are qualified to make demonstrations 


Extras of the division 


With the A&S Salesmen’ ¢ 


to him by our own delivery trucks, o1 
by other types of transportation 
“As an added benefit to us, we 
are going to find out much faster 
just what other items we should make 
available that we are not now stocking 
for the customer.” 
¢ Outlook Good—Just what is the 
outlook for business and profits for 
Electra’s industrial equipment division? 
“Good,” says Reifler, “depending 
on certain circumstances. First of all, 
the market has to be there. In our 4S ACCOMMODATION 
market, which is good, each shop or niin Mnebiieitdidl tien ean handled tm 
plant involves a problem peculiar to the industrial division, such as helmets 
its type of operation. That means we and face shields (above). Most large elec 
have to spend full time with this par- trical items are shown, such as drill 
ticular type of customer in helping presses and compressors (below). A com 
him to solve his problem. And that. plete stock is maintained in the industrial 
of course, means a lot of specialization Warehouse, independent of a&s 
and concentration. 
“The future of a distributor in this 
type of business depends on the type 
of distributor. If he concentrates on 
a merchandising type of business, in- 
dustrial selling is of no importance to 
him. However, depending on _ the 
area, if he wants a greater depth of 
selling—and a profitable type of sell- 
ing—then the opportunities are un- 
limited and rewarding. 
“It takes a lot of intensive coverage, 
knowledge of products and applica- 
tions and just plain hard work. And 
with our specialization and teamwork 
with the other departments, the indus- 
trial division is adding more strength 
to the overall business through good 
will, service and profits.’ 


> a 


to customer 





What Distributor Salesmen 


Selling means many things to many salesmen. The rewards—tangible and 
intangible—undoubtedly attract competent men to this profession. But what 
holds them—makes them want to be topnotchers? Compiled from a recent 
EW survey, here's how today’s electrical distributors’ salesmen rate the 
nine satisfactions (and dissatisfactions) of selling—plus some typical com- 


ments that apply. Points are based on replies of 141 salesmen. 


1. Satisfaction of serving others 


940 Points 
“I like to be proud of what I'm doing.” 


“Nothing gives any salesman more satisfaction than 


to have a satisfied customer.” 





“Service to others is the most important thing.” 


“Assisting and helping to solve customers’ problems 


gives great personal satisfaction.’ 


“Satisfaction in being in a position to be able to serve 


and help a customer and being treated the same way.” 


“Just makes you feel good all over.’ 





2. Adequate compensation 


913 Points 





“Security for family and myself.” 


“To give my family the opportunity I didn’t have 


when I was growing up.” 


“Selling is recognized as a challenge and therefore 


compensation is adjusted accordingly.” 
“It pays well if you're not afraid of work.” 
“IT need it!” 


“With the right ‘break’ income is unlimited. As long 


as the ‘house’ treats me fair, I'll give them my best.’ 
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Like About Selling 





— 


3. Meeting the challenge of selling 





>URCHASING | 868 Points 
| “I enjoy making the sale and getting the order.’ 
‘It's a wonderful, challenging sport.’ 
“E5, “There’s nothing like that final effort that closes the 
~~ successful sale against competitive salesmen or the 
. S Ni hard-to-sell customers.” 
Sees “Each new prospect represents a challenge.” 
| “It gives me satisfaction to prove to a prospect that 


he really needs the product I am offering.” 


ioe “IT enjoy making the sale and getting the ordet 





4. Recognition of achievement 
731 Points 


“I like to be recognized for my ability to create new 


applications and more sales.’ 


“Il have always worked in another industry where 
wages were controlled by seniority and not real 


achievement, but not any more!’ 


“I like to meet customers who have to be convinced 
the hard way, then want to pat me on the back when 


I've insisted and proven helpful 


“I like to feel I've made the customer grateful 














5. Opportunity for advancement 


702 Points 


id 


“Sales either inside or out usually le i to better 
positions 

| desire to better myself 

The better salesman you become, the more you may 
expect for compensation and in turn to assume more 
stature in the company with added responsibility 
Anvone with ambition should strive for advance 
ment!” 

A top salesman must know the entire business to 
become a valued employee—in good position for 


advancement 
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6. Opportunity for self-expression 
622 points 


“You should be able to express and sell yourself at 


any job—selling included.” 


“Expressing yourself properly is selling yourself- 


which logically precedes selling.” 


“The best way to prove the power of your convic- 


tions is in outside selling.” 
“Being able to make up your mind.” 


“I like designing layouts—lighting—power—control 


circuits. Anything electrical.” 





7. Freedom from boredom 
538 points 


“With a wide variety of customers and diversifica- 
tion of the questions a salesman encounters—the 


days just aren’t long enough.” 


“I like knowing I'm going to be busy with my mind 


as well as my hands and back.” 


“Like to move about, see new faces, new plants, 


meet up with new challenges.” 


“I get a kick out of being able to lay out the day’s 


work as I see fit, then come close to plan.” 











On Customers... 


“Wasted time waiting to see buyers. By appointment only 
means nothing to some. They keep you cooling your heels 
for too long. A salesman’s time is money—buyers seem 
to forget—or ignore—this.” 


“Buying by customers on price—not quality.” 


“Giving advice to customer on request, then getting an 
argument on ‘how it should be done’.” 


“Incompetence of most electricians working on their own; 
not knowing what to use or how to use it. I assume this 
is peculiar to this section of the country only.” 


“Slowness of contractor payment after you have made a 
special effort to get him certain materials.” 


“Not being able to tell some of the people you have to 
call on to go to hell.” 
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Dissatisfactions of Selling 


“Customer who plays one house against another for the 
‘cheapest price.’ This customer ignores past service.” 


“P.A.’s engulfed in their own self-importance. I believe 
in earning business—not begging or buying it.’ 


. . 
On Competition .. . 
“Competitors practically giving away their merchandise 
to make a sale. You're in business for a profit and cus- 
tomers should be obtained by service—not price!” 
“Misrepresentation of prices by competition which cus- 
tomers and manufacturer-suppliers don’t seem to under- 
stand. Price cutting’s hard to fight today.” 


“Having to sell for practically nothing to get orders.” 


“Price-selling only, instead of hammering on service, 
quality, etc. Too many price artists have come into this 
field in the past 5 years.” 
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8. Training and cooperation from firm 
538 points 


“I never had any experience in direct selling until 
given opportunity with this company: also, the 


company always stands in back of my decision.” 


“Teamwork has never been a meaningless word in 


our firm; we practice the business ‘golden rule’.” 


“Company knows a salesman’s got to keep on learn 


ing to improve his score with customers.’ 


“I don’t know what I'd do without my inside partnet 


and the quotation man. We've grown in the business.” 











9. Healthful outside work 


501 points 


“Good health breeds peace of mind and _ that’s 


certainly necessary to success.” 
“My health is better outside 


“I like to be outside and my own boss. Means more 


responsibility, but that’s okay.” 


“Outside is where the customers are. The weather 


makes it that much more interesting 


“The whole territory (60-mile radius) is my desk 


and I can’t think of a better place to work.” 





As Some Salesmen See Them 


“Unscrupulous cutthroat competition selling ‘price’.” 


“Too many salesmen can’t say no and are too easily 
worked into talking price as the ‘easy way out’.” 


“Price cutter! Price before quality.” 


“The bird who’s always cutting prices on the same ‘name’ 
brand you're trying hard to sell.” 

“The sharp-pencil operators who destructively write more 
than they sell—because they have nothing to sell.” 


“The fact that selling is becoming a lost art because ‘pric: 
is blinding customers to real value.” 


On Inside Support. . . 


“Lack of cooperation in the home office. Many seem to 
believe that a salesman should carry out every single 
detail—extra work!” 
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“Back orders—the greatest single cause for customers’ 
displeasure.” 


“Office girls and other help who consider themselves to 
be the management.” 


“Everybody is your boss, and they all think you're 


another Rockefeller.” 
“Slowness in quotations to customers 


“Insufficient stock of bread and butter items; no decent 
catalog for customers; credit manager who doesn’t use 
iny tact in Ist, 2nd and 3rd collection attempts; company 
is lacking in incentives for other employees—resulting 
in wasteful turnover in personnel year after year.” 


“No follow-through all the way from direct mailing 
on to handling of back-orders 


“Too much paper work and report 
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The House 


THIS striking aerial photo shows Raub Supply Co.’s Harris- 
burg building which houses the many specialized operations 
of this distributor shown in the company promotion piece 
that is reproduced here. Building has 75,000 sq-ft of space 





T MIGHT BE stretching a point to say that the 
customer who visits Raub Supply Co. in Harrisburg, 
Pa., would have an easier time thinking of a product 
this company did carry rather than one it didn’t, but 
it wouldn’t be stretching the point too far. 
Raub carries a complete line of appliances, electric, 










| plumbing, heating, roofing and metal supplies, and it car- 
| ries them in a 75,000-sq ft house that looks suspiciously 
like Frank Lloyd Wright had a hand in designing (he 

: ; . 7 Our newest customer service, Reliance, Inc, a sales finance 

didn t). compaiy featuring Inventory, Capital Equipment and Home 


e Ready to Expand—tThe plant sits on an eight-acre Se 


tract of land, on which it can expand when the time 
comes. “And,” General Manager Harry Darlington 
thinks, “the time is coming.” 

“It’s funny,” he muses. “Back in 1922, it was thought 
that the business summit had been reached. We had a 
three-story building down by the river—and with two 


B__ Modern office equipment, streamlined office pro- 
cedures and experienced office personnel add up 
to fast, dependable service in seeing that you get 
what you want when you want it 





General manager of the Harrisburg operation is 
Harry Darlington. He comments on this page 


elevators. But, there was a space problem. If a truck 
moved in to unload—that was it; nobody else could get 
in or out. And, beside the inconvenience to ourselves, it 
made customer parking quite a problem.” 

When, in 1951, Raub moved to its present site in 
Harrisburg’s residential section of Derry Street, it wanted 
nothing to do with inconvenience. 







We are proud of our modern Showrooms, 


. ae > > “Ve i Fa cili. maintained for your convenience. Our 
e Set and Ready—Consequently, everything to facili Galas coe cocaine af oun 2 
tate ease of operation and ease of handling was either the items we stock. 


built right in or was there waiting for its 65 occupants. 

Multi-level loading docks, a reel rack, a wire-meas- 
urer, fork-lift trucks, mezzanine warehouse storage areas, 
and 10,000-sq ft of office and showroom space were 
right there. 

Only now—eight years after original occupancy—is 
any move at expansion anticipated, and such will be a 
simple rearward extension 

Slanted showroom window to keep reflections out; two 
counters for two trades; three trailer trucks leased for 
long hauls and three pick-ups for smaller deliveries 
These are the highlights of a house that has everything. 
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That Has Everything 


The 65 employees at Raub Supply Co. perform their varied 
. chores in surroundings that include a slanted showroom 
window, two counters, 10,000 sq-ft of showroom and 
office space, and 35,000 separate items of merchandise. 


@ _—sithe services we give our customers 


ae are as important as the products we handle! 
gE —@ WAREHOUSES 





















Well stocked warehouses and the finest in me- 
terials handling equipment permits faster, more 
efficient filling of your valued order. Flow is 
direct and rapid from all points in our ware- 
houses to the shipping department 





























ae 
> aa 
Since Raub Supply Company was esta 
years ago, SERVICE has been our foremost objective 
j xter office 
personal attention to your requests and We 
are qualified to provide the technical skill and advice relative t 
all the products we handle. 
ing f fleet of trucks 
your d tocks of er 35 
—_——- 
y rooms and t F 
wenc 
Our newest t R I 
pany providing— 
A. Inventory financing for deal { 
B. Capital equipment fi ‘ Sustry 
C. Retail cons © fina g in the Hi I 
Other R Supply Company lud ee 4 
ale n programs and cooperative advertising, fast 
yu! dependable quotation service; and above all, friend 
personal attention to your every need. 
—-— 
We believe that the experience gained during the over sixty years 
of our business career as wholesale distributors qualifies us to s 
you wel 1 
It will be our continuing policy to make every effort in the handling 
of our business to warra nfide 














There are no parking problems at Raub’s. Adequate 
off-street parking spece is maintained for customer use 
at all four locations. 
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The Three Stages of Price-cutting: 


FIRST, there’s marginal selling 


NEXT, there’s below profit selling 


Price-cutting: Its Causes 


Here's a fresh and forceful analysis of price-cutting as it applies to 


lighting fixtures. The author — a lighting manufacturer — reviews the past 


and present of the problem and speculates on the gruesome future it poses. 


He also suggests some sound measures that would help to curb price-cutting. 


HERE ARE three stages of price-cutting, and any 
of us can slip from one to the other almost without 
realizing it 

First, there is marginal selling, where your price is 
enough to cover actual cost of manufacture plus over- 
head, but not enough to cover what you consider a 
fair profit 

Next, there is below profit selling, where your price 
includes actual cost of manufacture, plus a vague (and 
slim) amount for “overhead,” and nothing for profit 
Usually, the overhead item is dreamed up, not realisti- 
cally figured. 

Third, there is downright below cost selling, which 
can vary all the way from just figuring in the cost of 
labor and material, with nothing at all for overhead, 
to selling a fixture for whatever price you have to set 
to get rid of it 

As I say, it’s all too easy to slip from one type of 
price-cutting to the next and not really know you're 
doing it. Just keep shaving a few cents off here, another 
few cents off there, and you're drifting from marginal 
to below cost selling. 

e When Did It Start?—There’s nothing new in all this, 
of course. I’ve asked other manufacturers, representa- 
tives, and wholesalers for their opinion as to when 
this price-cutting began to be serious. Answers range all 
the way from “12 months ago” to “about three years 
ago.” But in doing a little research for this article, ] 
came across an excellent article published in a national 
electrical magazine as long ago as 1954, with this open- 
ing sentence: “Profit starvation in the midst of plenty— 
that’s the worsening situation we face today” (EW— 
Aug. °54, p. 58). 

e Who’s To Blame?—It’s worsened and worsened, be- 
lieve me. What are the causes? Probably as many as 
there are “experts” willing to explain it. Increased pro- 
duction is the easiest answer. Too many manufacturers 
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too intent on increasing this year’s production over last 
year’s by “x” percent—and too little interested in main- 
taining last year’s profit. Too many wholesalers, of 
course, with the same myopic attitude toward volume 
vs profit. “Myopia” means “nearsightedness,” they tell 
me, and that’s what we are suffering from—manufactur- 
ers and wholesalers alike—when we claw each other to 
build volume without adequate regard to our own costs. 

Some people blame assembly plants, saying that they 
can sell fixtures at less than what they cost the man 
who makes his fixtures from scratch. This makes no 
sense, however, if you’re talking about fixtures of com- 
parable quality. The same thing is true of small manu- 
facturers vs big ones. The small fellow may be able 
to avoid some of the big man’s overhead. But by the 
same token, he’s got to pay more for his components. 

Personally, I cannot see that the culprits (if such 
they are) are confined to any particular type—or size 

of plant. Nor can I see that manufacturers alone are 
at fault. There is plenty of blame here, more than 
enough for everyone in the industry to share. 

The temptation is to throw the whole thing off on 
the contractor. As a representative in St. Louis put 
it: “When a contractor or builder starts scrambling to 
get the best price for a building, the first place he cuts 
is the lighting.” 

Yes, this happens. We are constantly fighting the 
Battle of the Price Bulge, as all businesses are—and 
should. As our own costs of raw materials and labor 
and overhead and freight increase, we try desperately 
to maintain the same price for our fixtures. The result, 
a squeezing of profit until it disappears, and a loss takes 
its place. 

e Specification Blues—A special problem arises in the 
specification field. In their eagerness to get this type of 
business (and it is a field where you can build up 
volume) there are plenty of companies today offering 
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FINALLY, there’s below cost selling 


And Its Cure 


By Murray Reiter 
President 
Light & Power Utilities Corp. 


1S to 20% off their own book prices, where as recently 
as a year ago they offered 5% off. 

Recently, | was asked to supply a certain four-light 
fixture (Corps of Engineers specifications) with rapid start 
ballast, 18-gauge socket holders, 45° x 45° louver, ETI 
certified ballast, #16 AF wire, twin-stem hangers, plus 
definite phosphatizing and paint specifications, and told 
{ would have to deliver them to the job at $15.50 
each—to meet a competitor's figure! 

To put it bluntly, I'd guess some 50% of the fluores- 
cent fixtures sold on government contract are sold at 
marginal profit or none if specifications are followed 
e Everyone Suffers—If you are a wholesaler, you may 
want to dismiss all this as the bleating of a manufacturer 
over the fact that he doesn’t seem to be able to make 
the same profit he used to. If you're a contractor, you 
may shrug and say the wholesaler’s at fault—and cuss 
him as an unnecessary evil in the bargain. The truth is 
however, that everyone suffers to some extent when 
a business departs from the American standard of a 
good product, well made, fairly priced and sold at a 
fair profit. Price-cutting tempts the manufacturer into 
dishonesty. If he can’t get a fair price for a good 
product, he'll cut the price and the quality! (Who knows 
how many tons of midnight oil are burned figuring ways 
to beat Corps of Engineers specifications?) 

Marginal and below cost selling corrupt the whole 
saler, too. What need to know his product or his busi 
ness if all his customer cares about is price? Where, 
indeed, is the wholesaler to find the money for such 
Services aS warehousing, credit extension, efficient ship- 
ping, etc., if there’s no profit in the fixtures he sells? 
For that matter, why have a wholesaler at all if price 
is the only object—if the operations and services he is 
uniquely equipped to supply are no longer important? 

Nor does the contractor or builder escape taint. Where 
he insists on price as the absolute factor in buying fix- 
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tures, he must wink at inferior quality and performance 

or ignore them altogether. If he does not know what 

makes for quality and performance, he has no business 

selecting fixtures. If he does know—and ignores them 
he is shirking his responsibility. 

If price-cutting continues to worsen, the whole in 
dustry must suffer. Profit dollars are the only dollars 
that the manufacturer can use to improve his product 
Profit dollars are the only dollars a wholesaler can 
use to improve his services 

Not only small manufacturers (and wholesalers) will 
be forced out of business. Large ones will be, too, 
either absolutely or via the merger route. I make no 
plea for the inefficient. I do plead, loudly and strongly, 
for a return to wholesome, reasonable competition 
e Big Question—We come, then, to the big question 
What can we do to end this ruinous price-cutting? 

First and foremost, let all of us—whatever our con- 
nection with the lighting industry—examine our business 
consciences carefully and ask ourselves what we truly 
expect for ourselves, our employees and our business. 

Second, let us hire competent auditing help to tell 
us accurately what our real costs are. 

Third, let us hire competent bookkeeping personnel 
to see that we are producing and selling within these 
costs. 

Fourth, let us keep our records up-to-date—up-to- 
the-minute so that as conditions change, our prices can 
change realistically. 

Fifth—set an honest price, with adequate profit, etc. 
—and stick to it! 

Sixth, let us answer the charge of “overproduction” 
by increasing the use of our product. There is a tre 
mendous potential in existing installations, for instance, 
that we have hardly tapped. Any installation more than 
a year or two could stand improving. Any installation 
as much as 10 years old is hopelessly outmoded tn 
terms of the progress we've made in lighting since then 

On the local level, especially, we have done almost 
nothing to tap this rich vein. Have you made a survey 
in your own territory lately, for instance, listed the 
buildings and plants that are five years old and older, 
and then sold them on how modern lighting will improve 
their production, morale, safety-records, etc.? 

On the national level, I would like to see an in 
tensive, creative selling campaign. Our industry, in its 
own terms, has made progress as amazing as radar 
or atomic energy in their fields. But our advertising 
says little about this. How about a series of advertise 
ments telling our industry’s story? How about an in 
dustry-sponsored fleet of mobile units to demonstrate to 
business and industry what improved lighting can do 
for them? 

Yes, that’s the key 
so drowned out by the clamor-clamor-clamor of price 
that the small voices crying quality and efficiency and 
performance can hardly be heard 

Let us manufacturers be more selective about our 
distributorships and get wholesalers who are capable ot 
selling on the basis of something other than price 
and then insist that they do so. Let wholesalers do more 
to help the builder and contractor—and show him how 
he can save money by using their know-how rather 
than by shaving their fair price 

In short, let us be proud. Proud of our product and 


creative selling. We've become 


our service. Let’s sell them for what they're worth 
We don't need regulation. We don’t need price fixing 
by any means. We need better business methods, better 
selling methods, better advertising and promotion 

The alternative is clear and gruesome. That won't 
be just prices we're cutting—it'll be our own throats! 
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‘Service’ 


Meaningful 


Is service a vital distributor function or just 
a gimmick? Here's how one salesman 
breathes life into what he believes is his 


hottest product for his customer. 


Investigating .. . 


ASSISTING in the solution of specific problems is one 
of John Smith’s important functions as an industrial sales- 
man. After seeing the purchasing agent, he always makes 
a point to see the plant superintendent or engineer to 
offer his assistance. In addition, he has found that an 
engineer very often will call him to ask his help. If 
Smith is unable to find the answer immediately, he will 
make a special effort to provide the information just as 
soon as possible. Two examples are shown here. In photo 
at left, he listens to problem involving controls as ex- 
plained by Ernie Keller (left) of United Board and Car- 
ton Co., Ridgefield Park, N.J. Above, he checks auto- 
matic drilling and impregnating machine with Bob Wolfe 
at Nylok Corp 


WO WORDS describe what one salesman calls his 

successful formula for selling to industrial customers: 

persistence and consistence 

The salesman is John A. Smith of Vee Dee Electric 
Distributors, Inc., of Ridgefield Park, N.J. And he has 
been putting this theory into practice for two years 

Smith, who has been with Vee Dee almost 11 years, 
says that the firm didn’t start concentrating on the indus- 
trial customer until about two years ago. Prior to that 
time, he had come up in the organization through the 
regular channels: warehouse, counter and outside sales, 
where he has been for the past two years 

“My job two years ago was to concentrate on poten- 
tial accounts that would bring in good industrial business 
for the firm,” Smith says. “When you are dealing with 
competitors, it takes a lot of effort and patience to make 
this business profitable.” 
e Some Obstacles—The greatest problem which faced 
Smith two years ago was becoming known to purchasing 
agents and plant engineers and electricians. This was 
Many times, purchasing 
agents were not interested in seeing him because they 


not an easy job, he found 


were Satisfied with the service received from a competi 
tor of Vee Dee Electric 

That's where persistence paid off for Smith. He ex- 
plains that it has taken him as long as six months to 
see a potential customer for the first time, but that the 
efforts were worthwhile. Once he gained access to the 
purchasing agent's office, he felt sure that eventual sales 
would follow—that this was the beginning of a sale 
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Researching .. . 


DURING his 11 years with Vee Dee Electric Distribu- 
tors, Inc., Smith worked many years in the warehouse 
and at the counter. He still assists at the counter now 
when the need arises. Knowledge of products is impor- 
ant to Smith in assisting his customers with their prob- 
lems. If he cannot make a recommendation for a solu- 
tion to the problem immediately, he returns to the office 
and checks all available reference materials and enlists 
the aid of a manufacturer’s representative to obtain the 
necessary information. When he has the answer, he re- 
turns to the plant to pass along this information and to 
make recommendations for a solution. Smith says that 
this type of service is appreciated, and has helped to 
bring in additional business 


Smith stresses the importance of cultivating the recep- 
tionist in approaching a prospective custome! 

“A receptionist can do a lot for or against you,” he 
adds. “She has to work very closely with the p.a. in 
helping to turn away many salesmen she knows he does 
not wish to see. Here, again, persistence plays an impor- 
tant part. Once the receptionist gets to know you, she 
attempts harder to set up an appointment for you with 
the p.a. Unless you get to know her, it’s hard to get 
past her.” 

Secondly, Smith believes in being consistent in all of 
his selling techniques. Customers know exactly when to 
expect a call from the salesman. In explaining this, he 
says that designated days for seeing customers are help 
ful to them since they are able to arrange their sched 
ules accordingly, have questions prepared they want 
inswered or even have an order ready for him—when he 
visits them. 

e Beyond Office—As a routine, 


sees the plant engineer or electrician after he talks with 


the Vee Dee salesman 


the purchasing agent. Often, he finds here that he can be 
of assistance in helping to solve a particular electrical 
problem. If a plant engineer requests specific information 
about a product or application, Smith attempts to supply 
the answer. If he is unable to do so at that time, he 
finds the answer and relays it immediately to the enginee! 

The word 
tributors’ salesmen and may be just another 


“service” may be common to many dis 
gimmick” 
to lure business away from a competitor, Smith thinks 
But to him, it is a basic factor and function of the 
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Accommodating .. . 


EXPEDITING an order to a customer who needs items 
right away is a normal function of the salesman. Here, 
he loads items into the trunk of his car to be delivered 
to a customer trom whom he received an order a few 
Although the electric supply firm main 
tains regular delivery schedules, Smith believes he can 


hours previously 


save the customer time and money by making fast de 
liveries. He adds that the added benefits from such serv 
ice may be small, but that nevertheless they are benefits 
to the customer, and consequently will be beneficial to 
himself in making future sales to the industrial customer 
In his schedule, Smith makes customer calls on specifi 
cally-designated days. If the customer has placed an or 


der, Smith will deliver it 


electrical distributor in making a_ business successful 

No matter how small or trite the service to a cus 
tomer might seem, it is important and essential to our 
continued business with him,” he explains. “I always 
stress to a customer or potential customer that we will 
supply his needs for items when he needs them—just as 
fast as possible, or even faster. We not only have three 
delivery trucks and a station wagon moving constantly 
with customer orders, but whenever the need arises, | 
will deliver supplies myself. If a customer plans to work 
on a project early in the morning, then I will be at the 
job site with the supplies and assistance necessary to 
get the job done when he wants it done 
e Other Functions—Although Smith’s functions take 
him outside of the office most of the working day 
occasionally, he will fill in at the counter or in the ware 
house when business warrants. He says that this ts not 
only an assist to inside personnel but that it also helps 
to increase his knowledge of products and product ap 
plications which he can pass along to his customers 

“I have found that in establishing contacts with indus 
trial customers, basic knowledge of products and appli 
cations, and a comprehension of the needs of each 
customer is necessary,” Smith says. “However, whether 
you are a veteran salesman or a novice, it’s not wise 
to overlook persistence and consistence in the relation 
This I have 


found, is the nucleus of successful selling. I base my 


ship between a customer and salesman 


program around it, and it is paying off in volume and 


profits for the electrical distributing firm 





How Electrical Distri 





DEFENSIVE TACTICS to justify 
the use of electric heat is not the 
kind of selling job needed to create 
the red hot market electrical distri- 
butors have predicted for it. Aggres- 
Sive promotion of the merits of 
electric heat is the only method of 
attack, especially in areas where 
pioneering is mecessary and stum- 
bling blocks are cluttering the way 
to public and utility acceptance. 

High utility rates; consumer re- 
sistance; political pressure to restrict 
freedom of choice as to the heating 
source; taxpayer suits to contest pur- 
chase of electric heat by authori- 
ties and campaigns to discredit it are 
some of the major problems that 
are the electrical distributor’s. But, 
as one electrical wholesaler says, 
“you can’t expect to have all the trees 
cut down before you start to blaze a 
trail.” 











OWER COMPANIES play an im- 

portant role in selling-up_ elec- 

tric heat, because of the big job 
they can do in getting behind the elec- 
trical distributor in helping him to 
educate the consumer, and in control- 
ing the rate structure. At present, 
many power companies all over the 
country have not as yet lowered their 
rates and are doing little or nothing 
at all to help push electric heat. 

Nation-wide however, those utili- 
ties that are backing electric heat have 
various programs aimed at wearing 
down public resistance and educating 
the electrical contractor. 

Here is a compendium of what 
these utilities have devised in the way 
of programs (in addition to reduced 
rates): 

1. Electric heat specialists in all dis- 
trict offices to help distributors and 
their customers 

2. Pep rallies for 
salers and dealers 
3. Educational schools for contractors 
4. Meetings with electrical distribu- 
tors and contractors 

5. Help in following up on prospects 
for electric heat 


electrical whole- 


utors and 


6. Providing sales aids and literature 
7. Advertising in newspapers, radio 
and TV, plus co-op advertising 
8. Rendering services to the electri- 
cal distributor, such as discussing lay- 
outs with distributor salesmen 
9. Offering statistical aid (load esti- 
mates and operating costs on_ re- 
quest) 
19. Promoting such things as a stand- 
ard name for the various types of 
electric heat, such as—*Electric Com- 
fort Heating.” 

Specialty Men? 

The electric heating specialty firm 
has been more or less discounted by 
electrical distributors, in many 
tions of the country, as a competing 
factor with the distributor 
and his contractor in the sale and in- 
stallation of electric heat. Most dis- 
tributors think that the electric heat- 
ing specialty firm is a rarity, because 
the majority of the electric heating 
systems in their trading areas are in- 
stalled by the electrical contractor. 
There were wholesalers who went so 
far as to say that they were the elec- 
tric heating “specialists” in their area, 


sec- 


electrical 





C. A. Womack, president 
of Womack Electric & Sup- 
ply says that electric heat 
has the greatest potential of 
any product he now stocks 
and that the electrical dis- 
tributor is the most logical 
channel for it. 


How One 


LECTRIC HEAT,” says C. A. 
Womack, president of Womack 
Electric & Supply Co., Inc., 
Danville, Va., “has the greatest poten- 
tial of any product we now 
stock.” Although electric heat is at 
present a comparatively cold percent- 
age of Womack’s total sales volume, 
that figure is expected to warm up to 
double what they are doing now 
within the next three years or less. 

And to those who, like Womack, 
saw the possibilities of electric heat 
at its inception about a decade ago, 
the future looked just as glittering. 
But the promotional factors needed 
to make the sale of electric heat more 
than just potential were weak without 
the most important step of all—con- 
vincing the public. 


Slow Starter 

Digressing eight or ten years back, 
President Womack claims that his 
firm realized the tremendous possi- 
bilities of extra business volume and 
profits that were lying unexplored in 
the electric heat market. 

“We saw that potential eight or 


ten years ago,” Womack claims, 


Distributor 


“but it was slow going trying to sell 
the public on the advantages and to 
get them to realize that the secret of 
heating was in 
other fac- 
people 
and 


economical electric 
proper insulation, among 
tors. At that time a lot of 
would not listen to our advice 
would put in some jobs with poor in- 
sulation. There weren't many of these 
jobs, but it was enough to hurt us, 
because people seemed to talk only 
about the bad jobs and the high cost 
of electricity—they weren't con- 
cerned with the good ones.” 
e Promotion Problems — Womack 
states that educating the consumer 
was the first order of business—and 
the toughest. “We had specialty men 
trying to sell and promote and we 
used everything under the sun (meet- 
ings, programs, advertising direct 
mail, envelope stuffers and hand-out 
literature) to sell electric heating up. 
It was a giant-size push, but it didn’t 
get very far the consumer 
was not ready for it. 

“People have a certain fear about 


because 


continuous usage of electricity,” Wo- 
mack says. “All their lives they’ve been 
told to turn off lights, don’t leave 
irons on, turn off radios—they’ve 
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Utilities View Electric Heat 


being familiar with every aspect of 
electric heat. 

Some electrical wholesalers were 
not so final in writing off the special- 
ty firm as a rarity or a non-entity. A 
few claimed that either the competi- 
tion they offered was negligible, or 
“we are just beginning to feel the 
pressure of their competition—but it 
is not critical at present.” 

In Seattle, Wash., however, three 
electrical wholesalers consider the 
electric heating specialty firm as dan- 
gerous and one distributor sums up 
the feelings of all three with the state- 
ment that, “electric heat is being 
definitely misapplied by incompetents 
[electric heating specialty firms.]” 


Wet Heat Reaction 


How are the wet heat people re- 
acting to the challenge of electric 
heat? From electrical distributor re- 
plies, wet heat people seem to be in 
four stages of acceptance as far as 
electric heat is concerned: (1) The 
wet heat people are going at it hot 
and heavy—trying to discredit elec- 
tric heat; (2) They are thinking about 
going into the electric heat business 


themselves; (3) They are blasé and 
are doing nothing about the chal- 
lenge, either because they don’t re- 
alize the potential, or the electrical 
distributor is not giving him any com- 
petition; (4) They are in the same 
stage as electric heat—infancy. 

Here are some comments electrical 
wholesalers are making about the 
wet heat people: 

Irving Bean, Bean Electric Co., 
Seattle, Wash.: “The gas and oil heat 
distributors and contractors are re- 
acting very militantly—just as mean 
and nasty as they can be.” 

In several instances, where an arch- 
itect or school board has specified 
electric heating in the Seattle area, 
the oil (in particular) have 
tried to apply political pressure to se- 
cure “wet heat.” 

Leslie Stusser, Stusser Electric Co., 
Seattle, Washington: “The wet heat 
dealers are applying more push, pub- 
licity, advertising—more effort.” 

H. G. Blumberg, Cadillac Electric 
Co., Detroit, Mich.: “Wet heat dis- 
tributors don’t like the heat compe- 
tition, but I feel they would like to 
learn more about it and get into it 


dealers 


most of the 
rather 


However, 
usage in this area is 
than wet heat 

Edward Anixter knelewood Elec- 
tric Supply Co., Chicago, Ill.: “It’s a 
little about the 
wet heat people in this area—some 
wet heat people are going into dry 
heat themselves and others think that 
electric heat is a passing thing.” 

Gary Kraft, H. Leff Electric Co 
Cleveland, Ohio The heat peo 
ple here are not very concerned with 
heat. I don’t think they are 
aware of it.” 

Meletio, Meletio Electric Sut 

pl Dallas Tex “So far we 
haven't given the heat people 
challenge, but there is a new rate 


themselves 


Warm air 


too early to worry 


wet 
electric 


Jac k 
i ee 
wet 
any 
pending and if it’s passed it will pro 
vide competition for these people.” 

In Georgia, all distributors reply- 
that the heat” dis 
and contractors doing 
nothing outstanding to meet the chal 
in that area. As 


ing agree “wet 


tributors are 


lenge of electric heat 


one distributor puts it there isn't 
ny fierce competition to be found 


they are in the 
Continued on page 52 


because same posi- 





Looks at E 


been trained so thoroughly that they 
feel that electricity is costing them 
more than it actually is—in propor- 
tion. 

“Our job was to kill the bug-a-boo 
that electricity was expensive, and to 
point out the comparative savings in 
installation, repair and maintenance,” 
says Womack. 

“However,” he continues, “the pub- 
lic was not the only tough sell. The 
power company was opposed to it 
too, but they were looking at it from 
a load standpoint. We used to spend 
hours and hours in the power com- 
pany offices—-sometimes with a man- 
ufacturer—trying to get them to see 
the potential of electric heat. 

“Soon we realized that all this pro- 
motion and the use of a heating spe- 
cialist was not economically feasible. 
There was too much expense involved 
for the results that trickled in. We 
slowed down a little and dissolved 
the specialist end of it, looking for- 
ward to the time when electric heat 
would get off the ground.” 

e Speeding Up—During the past 
year, Womack Electric supplied elec- 
tric heating equipment for approxi- 
mately 20 houses. This is a record 
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ectric Heat 


tor Womack 
more 
other period. 


because it 
heat 


represents 


electric sales, than any 


Power Company’s Role 


What’s the reason for the sudden 
Womack says it’s because the 
getting behind 


rise? 
power companies are 
electric heat. 

“The situation today,” Womack 
explains, “is quite a different one 
than when we were pioneering elec- 
tric heat a few ago. Power 
companies have come to realize that 
their cooling load in the summer has 
increased so much that the situation 
has reversed itself as far as the peak 
season is concerned. Whereas the 
electric loads used to peak in the fall 
and winter months they 


years 


now are oc 
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problem of 
therefore falls on 
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ictors 


swer to 
balanced 
shoulders of electric 
e Beating Other 
thinks that the 
less feel the same way 
heat as his firm does. The contractors 
have put more money in the 
tion of than 
out in 


Womack 
cont more OI 
about electri 
promo 
they ve 
hasn't 


electric heat 


gotten Sales because It 
should 


electric 


caught on as it 
“It isn’t the 
cialty distributor 
Womack claims 
the more people 
heating game in this area, the 


that 


heating spe- 
that’s behind it,” 
As a matter of fact, 
who get into the 
electric 
better for us, 

‘un 


many more people talking it uf 


because itll be 
and 
business for us 
“It's the other heating people,” 
Womack says They're fighting tooth 
and toenail, trying to scare {| e to 
death away from electric heat 
“The companies have seen 


this, are 


bringing in 


powel 
and are getting 
on the yall [hey understand 


what will happen if the ont som 


moving tast 


now 











Electrical Distributors and Utility View Electric Heat (cont.) 





Biggest Problems: Education and Rates 


tion we are—the whole field is in its 
infancy here.” 


In California, electrical distributors 
don’t seem to have observed any par- 
ticular reaction from wet heat dis- 
tributors, mainly because electric heat 
has not, according to electrical dis- 
tributor opinion, presented a_ suffi- 
cient challenge as yet. 


From New Jersey comes the report 
that the “wet heat boys” are stirring 
the coals with their own advertising. 
“But,” as one distributor says, “what- 
ever they say in regard to the merits 
of their own heating, goes double for 
electric heat.” What will be the out- 
come of this battle? A distributor says 
that the future of electric heat lies in 
the hands of the utility 


Electric Heat's Problems 
According to electrical wholesalers, 
the biggest problem they have to face 
in selling electric heat is overcoming 
public resistance to it by education. 
¢.. 4 
tributors, Inc., 


Woodrome, Electrical Dis- 
Los Angeles, Califor- 
nia: “The chief problem here is that 
of public resistance to the higher price 
of electric heat, however there have 
been some encouraging signs that we 
are breaking through. We have not 
yet had a job run as high as 40 cents 
a sq. ft., completely installed, and in 
apartments it runs to an average of 
28 cents a sq. ft.” 


Standard Electric Co., 

“Our biggest problem 
is acquainting the public with the 
benefits of electric heat. Because the 
public sees high cost (which is an il- 
Jusion) they fail to recognize the ben- 
efits as making up for any small dif- 
ferential. Electric heat is new and dif- 
ferent and it will take time to be 
accepted.” 

Ken Vanborg, Revere Electric Sup- 
ply Co., Chicago, Ill.: “Electric heat 
is still in the educational program 
stage right now—nobody has set the 
world on fire with it. Public accept- 
ance and education are the major 
problems because it’s higher 
(more expensive), there’s no question 
about that as far as operation is con- 
cerned, but you save on other 
factors and this is has to be 
shown to the public 

“It’s going to really ‘go’ in apart- 
ment houses especially. Why? the 
owner can simply tack it on to the 
rent without explaining that it’s 


Abe Cohen, 
Pontiac, Mich.: 


can 
what 


more 
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expensive (you don’t have to sell it 
so hard this way) and in some cases, 
it eliminates the janitor.” 


An electrical distributor from 
Georgia had this to say: “The big 
problem is the lack of education on 
the part of the lay people as to what 
electric heating really is. The consum- 
er has been conditioned to ‘think ex- 
pensive’ when they hear the term— 
electric heat.” 


Second only to education is the 
problem of high rates charged by 
power companies. Right now, in some 
areas, electric heating runs four and 
five times greater than gas heating 
in the average home, but lower rates 
are pending in various sections of the 
country, through realization that the 
power company’s peak season is re- 
versing, and because power com- 
panies are beginning to see the tre- 
mendous potential of electric heat, a 
potential which, as one Chicago distri- 
butor says, is a harvest that will be 
reaped ultimately by the utility—and 
the electrical distributor, right now.” 


Another southern electrical whole- 
saler says: “The problem of too- 
high rates is being fought on sev- 
eral lines. Manufacturers of electric 
heat equipment recently met with 
Georgia Power officials to discuss 
the present rate. So far, there has 
been no reduction but this course was 
followed in the Carolina’s and the 
rate was lowered there [112 cents per 


kwh].” 


While manufacturers were pushing 
lower rates down South, other man- 
ufacturers in the Midwest informed 
one electrical distributor that it would 
be pure “folly” to enter the field now 
and advised him to wait. “Even if the 
power company here did lower the 
rates,” this distributor stated, “it would 
definitely not warrant their getting too 
active in electric heat, because the 
returns are not that large.” 


Another distributor in the South 
claims that there is nothing the elec- 
trical distributor can do about the 
problem of higher rates. “What hap- 
pens to rates will be determined by 
how much the power company wants 
the added load on their lines.” 


Jack Meletio, Meletio Electric Sup- 
ply Co., Dallas, Tex.: “The biggest 
problem at present is rate. Electrical 
distributors here are trying to work 
with the power company 


out a deal 


to utilize the same plant capacity rate 
in the winter for heating as is used 
in the summer for air-conditioning. 


George Nassor, Nassor Electrical 
Supply Co., Hackensack, N.J.: “The 
power companies can break the bar- 
rier for the distributor as far as oper- 
ating costs are concerned. When this 
happens, it will make our sales story 
much easier.” 


Here are some of the other prob- 
lems that confront electrical whole- 
salers, in addition to education and 
rates all over the U.S.: 

e “Apathy of utilities” 

e “A new manufacturer 
unfamiliar with costs and 
pattern of distribution” 

e “Getting the customer to under- 
stand why it is important that he in- 
sulate his house” 

e “Electrical contractors 
merchandising ability.” 


who is 
standard 


have no 


How They Promote 
Builders, contractors, power com- 
panies, they all have to be sold on 
electric heat, but the public has to 
be sold first. The distributor has to 
sell the idea that electric heat is com- 
fortable clean, maintenance free, dry, 
uniform in temperature and easier to 
use. To sell it up, promotion is need- 
ed. Many distributors are leaving the 
promotion part of electric heat to the 
power companies and electric heat 
manufacturers. One electrical distri- 
butor on the west coast explains this 

situation with the statement: 


“Visit some of the electrical whole- 
salers in this area and count how 
many heat their own offices electri- 
cally. You won't find many at all. A 
fellow I know in the industry is build- 
ing a new home, which he intends’ 
to heat by gas. His wife is cooking on 
@ gas range. If the people in the in- 
dustry don’t believe in their own prod- 
uct, I don’t see how they can convince 
other people.” 


There are distributors who say that 
promotion is not worth the effort be- 
cause the utility rates are too high, 
and no matter what they do or say, 
electric heat will not sell to a public 
that has been conditioned all its life 
that electricity is expensive. All the 
consumer has to do is point to the 
rates. “Promotion,” as one distributor 
states, “would pay off in a very small 
profit, compared to the 
has gone into pushing 

These elements could 

Continued on page 98 


amount of 
money that 


electric heat 
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One Distributor Looks at Electric Heat (cont.) 








Electrical Distributor is the Logical Channel 


other heating mediums will take away 
the customers and once a house is 
built with another type of heating, 
that customer is usually lost forever.” 

How are the power companies 
meeting the challenge of other heat- 
ing methods? According to Womack 
they are using newspaper ads, televi- 
sion and radio advertising and various 
other means of promotion. “Recent- 
ly.” he “one power company 
whipped into shape an intensive cam- 
paign for the sale of electric heat but 
insisted that for a customer to get the 
proper rate (142 cents per kwh), the 
house must be approved for electric 
heat and for a house to be approved, 
it must have been properly insulated” 


says, 


something that Womack was try- 
ing to sell a long time ago 
“Other power companies,” Wo- 


mack continues, “have adopted among 
other things, a budget billing plan 
whereby the customer is billed so 
much a month, all year round, and 
this will pay for it.” 


Biggest Market 


“All over the nation,” Womack 
claims, “though electric heat has ter- 
rific potential in all markets, the 
biggest potential would naturally be 
the middle class market. Why? Be- 
cause these are the people who can 
least afford repair bills, or oil burners 
and gas equipment. These are the 
people who, once educated to the ad- 
vantages of electric heat, will jump at 
the chance to save money On an ex- 
pensive (and a many times 
purely ornamental) item like a chim- 
ney. The cost on this structure can run 
between $400 and $1,000. If he elim- 
inates that chimney by putting in 
clean electric heat, that saving will 
enable him to put in some real con- 
venient features like a built-in oven or 
range, or an air conditioner for the 
summer. 

“Here’s another advantage that the 
middle class person gets from electric 
heat in the way of a cost saving. If an 
individual has a slight economic set- 
back, and can save a little money by 
not heating certain portions of the 
house, all he has to do with electric 
heat is to set the controls properly. 
How can this be done with any other 
kind of heating? It’s very hard for a 
hot air system or a radiator system 


good 


to be completely turned off,” Wo- 
mack claims 

e Selling the Market—How do you 
sell electric heat successfully? “Well,” 


Womack answers, “we've been at it 
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for quite some time and only now it is 
just getting off the ground. We were 
the pioneers and as you know there 
are no clear cut attached to 
being a trail blazer in anything, other 
than the fact that you will, depending 
on the job you do, become identified 
as headquarters for products 

“The secret of the whole thing is 
to develop your product and educa- 
tional programs aimed at the people 
After you get over the educational 
campaign, then there is not quite as 
much concentrated selling going on 
But the rub. Promoting and 
actively selling the public will be a 
constant fight needing a lot of plug- 
ging because the oil people and gas 
people are out working now. 

“I think all distributors have got to 
realize that electric heat, if it is new 
in their area, is not going to be profit- 
able for some time. Electrical distrib- 
utors in these areas must be willing to 
spend the .money pro- 
mote it to the contractors and archi- 
tects, who are the salesmen to the 
ultimate consumer 

“A distributor,” Womack says, “has 
got to have proof positive on costs, 
both installation and operating; he 
has to have a cooperative power com- 
pany along with a promotion minded 
and helpful manufacturer. Manufac- 
turers, together with electrical distrib- 
utors can change the opinion of the 
power company when it comes to 
electric heat—if there are any difficul- 
ties regarding a power company’s re- 
luctance to electric heat. | 
know, because I have seen it happen 
in this area.” 

e Salesmanship—lIt all comes down 
to salesmanship, according to Wo- 
mack. “If the electrical industry peo- 
ple become better salesmen, they will 
sell more electric heat. If they don't 
they will lose out to the other heat 
people. There has to be a joint effort 
among the manufacturer, the electri- 


assets 


here’s 


necessary to 


accept 


cal distributor and the power com- 
pany, and these three have to influ- 
ence your contractors and_ builders 


and architects—who will, in turn, sell 
the public 

e Results—Electric heating is not in 
Womack’s opinion, a specialist field 
“If you properly train a person,” he 
“I think that probably every 
other salesman can be trained to sell 
it” What happens when it is 
“The heat,” he 
‘has a effect on the 
you 


claims, 


sold? 
electric 
definite 
other products. If 
customers the 


sale of says, 
sale of 
your 


you 


sell 
that 


can 


electric heat 


them (usually) the 
other materials that go along with the 
installation, services, 
larger switches and panels and large 
entrance 


have, you can sell 


such as wire, 
cables 

miss the sale of elec- 
tell our salesmen to try 
and get the other equipment that goes 
along with it because it is really a big 
volume 


wholesalers 


“Even if we 
tric heat, we 


factor as far as electrical 


and contractors too, are 


concerned.” 


The Logical Channel 


According to Womack, “just as the 


logical channel of ‘wet’ heat is 
through the plumbing and _ heating 
contractors, the logical channel of 


electric heat is through the electrical 
distributor, because first of all, the in- 
stallation of electric heating is an 
electrical job that must be done by a 
qualified electrical contractor. 

“The materials that go into electric 
heating, other than the have 
auxiliary equipment—your 
panels etc.—the same type of equip- 
ment that normally 
cal installation 
trical 


the logical place for it 


cables, 
to have 
goes into electri- 
These items are elec- 


wholesaler items, so it Is just 


“Il have not yet seen,” Womack 
states, “a practical sale of electric 
heat by anyone other than the elec- 


trical wholesaler Possibly there are 
people, other than electrical distribu- 
that electric heat, but if 
the distributor is on his toes, there will 


not be many of them.’ 


tors, do sell 


Outlook 


Doing a bit of crystalballing, Wo 
mack says that potential atomic 
power mushrooming on the 
the new utility fuel, 
pect of looking forward to lower cost 


Future 


with 
scene as 


“we have a pros 


electricity than we do now, while 
your other fuels—which are based so 
much upon actual labor costs and 


transmission 
up. What 
atomic 
electric heat will be the cheapest kind 
of fuel.” 

e “Wet” Competitors Womack 
claims that the heating and plumbing 
naturally fighting 
electric heat, but his technician or his 


costs—will probably go 
from 


means whether or not 


they do with power 


energy 


contractors are 


mechanics are not as capable on the 


whole, as those who are qualified to 


install electric heat. Says Womack 
“there may be a change in this. You 
do have a lot of combinations. Elec 


Continued on page 100 
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Selling-up 
Modernization 


A two par! special report the 





Last November, EW presented a special 
report on selling-up modernization. It was 
part of McGraw-Hill's PLAN '59—a co- 
ordinated editorial effort designed to en- 
courage industry to ‘modernize now for 
growth and profits." As a follow-up, here's 
how one distributor is. . . 


e PROBLEM: Business was down 
for Moock Electric, but management 


saw the possibilities of moderniza- 
tion and sought a way to take full 
advantage of it 


e SOLUTION: A hard hitting pro- 
gram was initiated to give a booster 
shot to customer relations, educate 
salesmen, create new department 
—build up business 


e PAYOFF: Accounts go up in two 
main branches; volume increases in 
all branches; profits rise. Why? 
Salesmen are making more calls, 
know more about customers and 
products than before 


By Herb Cavanaugh 


MAN behind new program is sales manager, Paul Kenny 


Meeting the 


INCE October of 1958, when Moock Electric Supply 
S Co. of Ohio launched its new branch-wide program 

to meet the challenge of selling industry on the 
value of electrical modernization, a new picture has been 
created for the organization. Streamlined operational 
procedures have netted more effective sales efforts; im- 
proved customer relations; a boost to personnel morale 
and more important—profits. The program started when 
the Ohio area’s industry was being hit hard by the reces- 
sion, was stamped with the title: “Modernization Main- 
street, and Modernization of Pre-War Plants,” by 
Moock’s sales manager, Paul Kenny 


Background 

Paul Kenny looked and listened last year while he 
traveled around the Ohio territory that his salesmen cov- 
ered. “It was like a ghost town,” he remarked. 

On the road, visiting the industrial plants, Kenny sur- 
veyed an industry that was not budgeting or allowing 
enough spending for maintenance or for keeping its elec- 
trical systems up-to-date. He listened attentively as chief 
electrical men complained they had to repair this and 
something had to be done about that—but they just 
didn’t have the money. 


e Business Nose-dive—Beginning in the latter part of 
1957, right through 1958, business cooled off. Sales and 
profit percentages dropped. In the Ohio area, as in many 
other states, electrical distributors suffered. 

“Our business took a nose-dive,” Kenny stated. “Our 
salesmen in the Youngstown, Akron and Mansfield- 
branches spent more time with contractors than with 
industrials because of the downturn. Active construction 
was picked out by them because they were on a com- 
mission basis. They missed a heck of a lot of calls they 
should have made. We were ignoring customers—driv- 
ing right by them, or spending too little time in a cus- 
tomer’s office because there might be money to be made 
someplace else.” 
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ACTION can be taken on quotations faster, now that a construction department has been formed in the Akron 
Youngstown branches. Here, Dale Coplin (left), construction dept. manager, and Don Wagner 


checking on past, present and future jobs 


above) and 


branch manager, do some 


Challenge of Modernization 


Breakthrough’s Start 

Huge new shopping centers were springing up and 
foreign competition was increasing. Something was 
bound to happen now. Mainstreet and industry saw that 
they could not lay prostrate at rock bottom any longer 
while competition was gaining. 
® Modernization Mainstreet—‘It was like a big black 
storm cloud,” Kenny said. “You could see it coming 
miles away. Commercial establishments were being 
drawn outside the metropolitan areas by the growth of 
the new shopping centers and office buildings—because 
they did not have the proper load capacities—were 
having a hard time keeping renting businesses in them 
People needed more light, better machinery (adding ma- 
chines, recorders, etc.) and air-conditioning. To have 
these facilities, buildings would have to modernize com- 
pletely. In this category too, belongs the department 
stores. They also had to keep the people downtown with 
better facilities. All this takes a lot of electrical over 
hauling,” Kenny explained. 
e Modernization Pre-war Plants—Kenny said that in- 
dustrial firms were suffering because foreign markets 
were giving them some stiff competition. “What had to 
be done,” he said, “was complete modernization of 
plants and equipment. Factories had to be made more 
efficient to meet the challenge of foreign competition 
and competition here at home. The only way to do it 
was to put in more footcandles, new distribution systems, 
new bus duct runs and motor controls. Then we could 
start re-stocking our shelves to meet the modernization 
upswing.” 


Meeting the Challenge 
From reading articles urging and predicting a giant 
surge in modernization spending in commerce and indus- 
try and from looking and listening as he journeyed about 
Ohio, Kenny started thinking about a business slump cure 
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that would take the form of a branch wide program for 
Moock Electric Supply’s four houses 

It would have to 

1. Get the salesmen to make more and better calls 

2. Educate customers and distributor personnel on 
product knowledge 

3. Strengthen all fields they were weak in and improve 


customer relations and service 

One morning early last September, Kenny sat down 
at his desk in the Canton, Ohio home office, and wrote 
in the upper right hand corner of a file folder: “Mod 


ernization Mainstreet and Modernization of Pre-wat 
Plants.” The program had begun. Soon after, he and all 
the branch managers met and discussed what had to be 
done. The challenge was being met 

e Getting Underway—On October 28ih, the first letter 
was sent out from Canton by Paul Kenny 
the various branches in Akron, Youngstown and Man 

field. The letter stated that the new program would bx 
aimed at key accounts—both industrial and contractor 
“I would also like you to keep in mind Kenny stated 
in the letter, “the heating and plumbing contractors 

(Kenny said that the heating and plumbing contractors 
are very important now because more and more they 


addressed 0 


are getting into the electrical end of the business area) 


The letter continued, “As with many distributors, it 
must be our plan to seek out ways to improve our s 
and profits I would like each one of you to send 
me a report on how you are going to ch yo Oal 
on key account contacts 

Here is a general view of what is being done through 
out the entire organization. For what ch brancl 


doing on its own, see page 57 


1. Construction Department: Akron and Youngs- 
fown 
This, the first definite part of the progran vas init 


f ed ] poge 56 
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Continued from page 55 

ated and put into force in October of 1958. Until then, 
salesmen would have to do quotation work either in the 
office or at night in his home. A lot of times, there was 
considerable hedging on who was going to do the work, 
until it became too late and there was considerable 
trouble getting the quotation out. With this situation, a 
salesman who spent a good deal of the time taking off 
materials and doing quotation work, never had the time 
to call on industry in the right way—not enough calls 
were being made, or the salesman, in a rush to make 
more calls, would spend too little time in one place. 

To remedy this, a construction department was set up 
in the Akron and Youngstown branches. Dale Coplin 
and John Lally, respectively, both former outside sales- 
men, were appointed construction managers in each 
branch. Briefly, the sole job of the construction manager 
is to follow up on all contacts made by the salesman 
and to follow up on all the Dodge reports. He then takes 
off his list of materials and negotiates with the manufac- 
turer for prices to quote the contractor (he has full usage 
of the offices at the Builders Exchange, where he can 
go over blueprints and do take-offs on material that is 
going to be quoted). 
¢ Liaison Man—The construction manager also acts as 
a liaison man for the salesman between the contractor 
and the branch office, keeping the salesmen up to date 
so they know what is on the bid of the particular jobs. 
Now salesmen do not have to spend half the day on 
blueprints in the contractor's office, because that part of 
the work has already been done. All he has to do is the 
closing work. The result is that he has more time to see 
more customers and can exert more effort pushing mod- 
ernization among them. 
e A Good Check-up—At the end of the month, the 
branch manager, salesman and construction manager sit 
down and talk about jobs past and present, because each 
quotation made is numbered and kept by the construc- 
tion manager in a large book. This book keeps track of 
how, what, when, where and who they quoted. They are 
able to review past jobs in reference to whether they 
were too high, or present jobs and what they have to do 
to get them; how they can help the contractor get the 
job and what the manufacturer wants to do to help 
them pass it on to the contractor. 


2. Customer Product Meetings: All Branches 

When Kenny wrote and asked each manager to send 
a report back on what their programs consisted of, he 
also insisted that each branch had to come up with a 
customer product meeting. 

This type of meeting is educational in nature and is 

geared towards improving customer relations. The meet- 
ings are set up by all the branches once every quarter. 
New ideas and new products are the usual subjects. Ac- 
cording to Kenny, “if you can’t give the customer some- 
thing educational, you can’t take time out from their jobs 
during the day for trips, or time away from their families 
at night for meetings. You have to come up with some- 
thing that’s refreshing and at the same time worthwhile 
—that’s the only way they'll attend.” 
e Invitation—Kenny explained that before each meet- 
ing or outing is set-up, “we will go to the manufacturer 
and ask him how he can help us—in the way of educa- 
tional material. Once that’s arranged, we invite engi- 
neers, architects, contractors—all our customers and 
some prospective customers 

A mimeographed sheet is sent out to the customers, 
with the agenda for the coming meeting. “Each branch,” 
Kenny continued, “usually staggers its meetings, so they 
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fall on different dates. If they want to hold an additional 
meeting by taking a group of contractors or engineers 
out to a manufacturing plant, we'll hire a bus. The pur- 
pose here is for education on the modernization steps 
industry is taking to improve efficiency through such 
equipment as new type transformers and motor controls. 
The Canton program,” Kenny explained, “is usually run 
in conjunction with the Akron branch program because 
of their close proximity.” 

e Starting Gun—The first meeting was held last Feb. at 
the Akron branch. Seventy or more customers attended. 
Subject: cable (Akron is a good area for this and they 
use a lot of high voltage cable in the plants there). The 
uses, advantages and applications of cable were covered, 
followed by hanging it on racks and then terminating 
and splicing. “Matter of fact,” Kenny stated, “they're 
coming back to more high voltage cable and the way 
they can run it in free air, it's more economical to termi- 
nate and splice. That’s how we got into the meeting.” 

e Results—The meeting was a reported success. The 
Akron branch received an order from industrial firms 
for cable, and terminators from a public utility. In addi- 
tion to orders, a long list of follow-up calls for salesmen 
was obtained, plus the many intangible benefits that spring 
from improved customer relations. 

According to a report sent to Paul Kenny at Moock’s 
home office in Canton, the customers ordering the cable 
and transmitters never had the product knowledge. 

The report went on to say that “we received some 
comments from our customers to the extent that these 
meetings are profitable and useful to them. They would 
like this method used to keep them abreast of new devel- 
opments in the business. We feel that we have made 
contacts that were very difficult before and the men at- 
tending did not seem to be in a hurry to go home, nor 
did they stand about drinking beer (beer and sandwiches 
were served after the formal talks). They asked ques- 
tions and talked.” 

e Salesman’s Role—For the salesman these sessions 
are a follow-up. When a branch has a meeting, a list of 
those attending is given to him and he can take early 
action. When the salesman calls on the customers now, 
he has something to talk about and can get right to the 
point without wasting time on small talk. 

e Future Plans—Some of the future meetings will treat 
of lighting, switches, electric heating and panelboards. 
As a Youngstown branch report put it: “our every at- 
tempt and idea will be motivated by ‘Modernization 
Main-street and Modernization of Pre-war Plants’—not 
only to increase our volume, but foremost to build cus- 
tomer relations and personnel morale.” 


3. Sales Attack: All Branches 

Hit everything solidly. This is Moock’s sales attack. 

In addition to the good effects that have risen due to the 
institution of the construction department and the initia- 
ion of customer product meetings, sales education, aim- 
ed at providing a more comprehensive product and cus- 
tomer knowledge, has been high charging business in all 
branches. Basic courses in electricity are also being given, 
not only to salesmen, but also to personnel. 
e Results—Definite truck schedules, faster inventory 
turn-over, an incentive program and a “downtown” mod- 
ernization program (see next page) are the other factors 
that have pushed accounts up 25% in Akron and 
Youngstown; that have pushed business up 15-20% in all 
branches of Moock since January of 1959. 

“Of course,” Kenny remarked, “a slice of this rise in 
business is due to better conditions economically, but a 
good part of it is because salesmen are armed with edu- 
cation; they are hitting more and more customers, who 
in turn also have more education.” 
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In Akron it’s by Displays and Downtown Modernization 
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Here’s How the Branches Meet the Challenge: 


BUILDING business electrically with counter dis 
plays that change every two weeks (see picture at 
left) and backing a “Build Business Electrically” 
program are two of the ways that the Akron branch 
of Moock Electric is meeting the modernization 
challenge. The latter consists of monthly sales meet- 
ings, at which attend representatives of a manufac- 
turer, contractor, Moock Electric and the power 
company. Objective: sell modernization to the down- 
town commercial buildings in Akron, Ohic so of- 
fices will rent and people will do their shopping 
there. Purpose: to make more jobs and more profits 
for those of the electrical industry in that area. In 
addition to these measures, the Akron branch says 
that it is constantly putting the program in front of 
its personnel to educate them, and that their sales 
men are pushing modernization on calls 


In Youngstown it's by Education of Their Salesmen ... 


NEW account contests, pointed at product knowl- 
edge in industrial accounts, are getting the salesmen 
to hit more of the trade. Recently there was an 
incentive point program for new accounts and lighting 
contracts (see picture). On Monday mornings, sales- 
men were “interrogated” on: |. all responsible people 
in each of his industrial accounts; 2. material used 
on each account; 3. any expansion programs that 
may be going on in the accounts. It took a lot of 
leg work for manager Bill Pratt and assistant manage 
Tony Naples (see picture—left to right) because they 
had to know all the answers in advance. But it paid 
off. Now salesmen know more about the product 
and can give the merits of the product. A new program 
is now in progress: on Monday mornings, the sales- 
man is confronted with a product. He must give fou 
selling points, elaborating on each point and convert- 
ing it into customer benefits 





In Mansfield it's by Lighting and Electric Heat... 
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SALES have gone up in Mansfield since the start 
of the modernization program and there has been 
more cooperation from the utility because Moock is 
pushing lighting and heating modernization. Weak 
in the contact they have made with the intermediate 
residential contractor, the Mansfield branch is plan 
ning to do a little more concentrated selling in this 
area (see picture at left) and build up their sales 
Other methods used to push “Modernization Main 
street and Modernization of Pre-war Plants 
of sales training programs 90% geared to moderniza 


a series 


tion program; weekly meetings on product knowledge 
for inside and outside personnel; attendance of elec 
tric heat meetings run by public utility; salesmen, or 
their own initiative are pushing modernization; bull 
tin work and training films. Though these “sub-pro 
grams” vary with each branch, they are all aimed at 
one target—to meet the modernization challenge 
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Time-saving and cost- 
cutting methods produce 
added sales for one dis- 
tributor who tells .. . 


LECTRICAL SUPPLY CORP 


. 
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MOVE from nearby small building to this remodeled structure accounted for an 
additional 22,000-sq ft for Metro Electric Supply Co. Inside operating techniques 
are geared for efficient methods for better service to customer 


How Metro Keeps 
Customers Happy 


FFICIENT inside operating tech- 

niques can help greatly in elim- 

inating confusion on the part of 
the distributor, and can help produce 
more sales to the customer, one New 
Jersey distributor has found. 

“It’s very important to include 
time-saving and cost-cutting methods 
in an operation,” J. Leonard Hess, 
president of Metro Electric Supply 
Co., New Brunswick, believes. “The 
more economical we can become in- 
side the operation, the more competi- 
tive we can become. This means we 
can forge ahead in making profits.” 

Five years ago, the firm’s facilities 

at Highland Park, N.J., had be- 
come inadequate. Through investiga- 
tion, Hess found that the construc- 
tion of a new building would cost 
about $200,000. That was out of the 
question, particularly if a recession 
should hit the area, he decided. 
e Finds Solution—Then, the presi- 
dent hit on a solution: “Why not 
purchase an existing two-story build- 
ing and lease the second floor to an- 
other company?” 

And that is just what Hess did. In 
the move to nearby New Brunswick, 
the firm realized an increase of 22,- 
000-sq ft—from 8,000 to 30,000-sq 
ft. In addition, Hess was able to lease 
the second floor which would act as 
a “cushion” in case of a recession. As 
it turned out, the hit, but 
the official was able to use the “cush- 
ion” to absorb part of the impact of 
the business downturn. 

e Convenient Communications 


recession 
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When the building into which he mov- 
ed was remodeled, Hess installed an 
adequate intercommunications system 
to eliminate waste of effort. At the 
counter and throughout the ware- 
house, two-way speakers and receiv- 
ers were included for direct commu- 
nication with the operator at the 
switchboard. 

In case an employee is wanted on 
the telephone, he can answer the call 
fiom strategically-located telephones 
near the speakers. 

In a sense, Hess is never away 
from the telephone—and is always 
available when his customers or of- 
fice personnel want to get in touch 
with him. This is done in two ways. 
First, whenever the official is away 
from the office, he leaves telephone 
numbers where he can be reached. In 
addition, he calls his office at regular 
intervals to check for messages. 

Secondly, he maintains a_ radio- 
telephone in his automobile to talk 
with his customers or to office per- 
sonnel while he is on the road. This 
system permits him to expedite serv- 
ice to the customer. 

“All I can offer my customers is 
service,” Hess explains. “My function 
not only is to sell, but also to assist 
the customer in every possible way. 
This, of course, helps to increase 
sales and makes for a better profit 
picture, not only for Metro, but also 
for the customer.” 

@ Quick Checks—For fast inventory 
checks, Metro’s warehousemen never 
allow any item to be out of stock. 


Hess hangs pads and pencils on each 
row of bins in the warehouse. Each 
night, or whenever any item in stock 
is low, a notation is made on the pads 
by warehousemen. These pads are 
collected daily, and orders from the 
manufacturer made on the basis of 
how low the stock might be in the 
warehouse. 

In conjunction with this, special in- 
ter-office requisition forms are used 
before an order is placed. A copy of 
this form always goes to Hess, who 
then has a visual idea of how stock 
is being maintained. Space on the 
requisition provides for a description 
of items to be ordered, the date or- 
dered, the due date and any follow- 
up action to the order. When the or- 
der is received at Metro from the 
manufacturer, Hess’ copy is destroy- 
ed. This way, he always has a quick 
knowledge of what items have been 
ordered but not received. 

Hess insists his warehouse be kept 
clean at all times. Aisles are never 
allowed to be cluttered and cable 
reels are always placed in racks unless 
lengths are being cut. 

“Everything has its own place, and 
must be kept there in neat con- 
dition at all times,” he adds. “These 
surroundings are where we live all 
day. We want to make them as liv- 
able as possible for ourselves, and as 
attractive as possible for our custom- 
ers and potential customers. Continu- 
ous planning and organization don’t 
take too much effort, but can go a 
long way to bring in good business.” 
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COMMUNICATION system enables personnel to be within ONE OF MANY signs posted throughout the warehouse 
reach of office or customer always. Here, Manager Irv Beet Stresses a desire of personnel to give service to custome! 
talks with customer from car radio-telephone Office, (background) with all-electric ceiling, faces counter 
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PADS AND PENCILS are located on each row of bins for REQUISITION slip is for inter-office use only. A copy of 
warehousemen to make daily notations of items low in stock order, compiled from list on warehouse pads, is sent to Hess 
Pads are collected each evening for orders from factory When order is received, requisition is destroyed 





AISLES in warehouse are always kept clear and clean. Hess CONVEYOR system provides for loading and unloading from 
Stresses that each item has its own place in the warehouse outside dock area to warehouse. The remodeled building con 
so that it can be found quickly and easily tains 30,000-sq ft, compared with old 8,000-sq-ft building 
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Meters and Testers—Il| 


By J. F. McPartland 
and W. J. Novak 


LECTRICAL TEST instruments 
range from_ simple _ devices 
which determine the presence 


or absence of an electrical potential 
to complicated test sets which meas 
ure conditions of operation or detect. 
and indicate the nature of all 
types of faults in circuits 
and machines. 

Standby of 


locate 


electrical 


the old-time electrician 


for use on 115/230-volt 3-wire cir- 
cuits was the single 230-volt incan- 
descent lamp in a pigtail socket with 


two leads attached. Across a 230-volt 


line the lamp burned brightly; a dim 
light indicated 115 volts. No response 
meant either a circuit or a 
burned-out bulb 

foday’s more-reliable pocket volt- 
calibrated to 
wide range of voltages and is as much 
@ part of the maintenance man as his 
screwdriver. 
Insulation Testers. Among 
things, heat, dirt and moisture cause 
a gradual deterioration of the mate- 
rials used for insulating electrical con- 
ductors and equipment. A 
ety of test instruments is available to 
the electrician for his troubleshooting 
and routine maintenance 
as well as to the equipment repair 
shop and manufacturer to check the 
effectiveness of insulation. Most of 
these instruments operate on the 
principle that insulation con- 
ducts minute currents through it when 
a voltage is impressed across it, the 
magnitude of the current depending 
upon the magnitude of 
and the condition of the insulation 
The instrument converts the effect of 
the voltage and current to megohm 
equipment 


and conductors are de-energized prior 


dead 


age tester 1s indicate a 


other 


wide vari- 


prev entive 


even 


the voltage 


readings on its scales. All 


to being tested, the test voltage being 
supplied by the tester itself 

[he familiar Megger 
either 


incorporates 
hand operated 
by means of a built-in crank or 
Such instruments 
50,000 


a de generator, 
mo 
tor-driven have 
ranges up to and 
2500 volts 


with a built-in rectifier, being plugged 


megohms 
Models are also available 
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into a 115-volt general-purpose cir- 
cuit during use. 

Another similar insulation — tester 
uses a built-in battery to furnish a 


small de voltage which is changed to 
ac by a vibrator, stepped up to high 
voltage by a_ transformer, then 
rectified to provide the desired dec 
test voltage at the terminals of the 


and 


set 
For purposes of maintenance, rec- 
ords of insulation tests are kept for 
each individual piece of equipment or 
cable. If made 
under moisture 
and cleanliness, the test readings will 
give a fairly accurate indication of 
the rate of deterioration of the in 
sulation or may point out a source of 
trouble. 
Ground Testers are con- 
struction and operation to insulation 
testers, being used tO measure resist- 
ance to earth of ground 
connections, except that lower values 
Typical 
scales range from O to 3 to as high as 
0 to 5 
Growlers. 
of rewound 


successive tests are 


similar conditions of 


similar in 


equipment 


of resistance are involved 
30.000 ohms 

The 
motors 
faults 


a growler 


armatures and stators 


and generators 
are tested for 
magnet 
sentially a U-shaped core made up of 


using a testing 


called This is es 
thin iron sheets wound with a coil of 
wire. When placed against the arma 


ture over the armature coils, the 


growler acts like a transformer, with 
the armature 
The 


feeler, 


coils as the secondary 
thin iron 
is either built 
held by the operator 
armature indi 
cates the existence of short circuits in 
the windings 
core are adjustable to suit the size and 
coil spread of the motor or generator 
being tested By 


action of a Strip, or 


which into the 
growler or 
slots, 


against adjacent 


The poles of the growler 


means of selector 


switches, the growler is also used to 
test for open circuits and grounds 
Rotation Testers. This instrument 


provides a means ot assuring correct 


rotation of a polyphase motor when 


it is energized to prevent damage to 


driven equipment and to eliminate 
connections or 


The 


connected to the motor 


temporary reconnec 


tion of leads tester leads are 
leads and the 
motor is rotated by hand in the cor 
rect direction. By 
flection of the meter 


erator can tell whether 


observing the de 
needle, the op 


the phases are 


Lhe 


con- 


connected in A-B-C sequence 
leads can then be tagged and 
nected to the supply line in the same 
order 

Phase Sequence Indicators. All feed- 
ers and branch circuits in a distribu 
tion system must be properly inter 
connected (phase A to phase A, 
throughout to prevent damage to or 
improper operation of connected 
equipment 


etc) 


Indicating sets are used to 
determine the relationship of 
ny energized 3-phase line. They usu- 
illy consist of two light bulbs and a 
condenser connected in a “Y” con- 
figuration, with a test lead connected 
to each leg of the Y. The two lamps 
A-B-C and C-B-A, the 
two possible phase sequences. When 
the three connected to a 
three-phase line, one lamp will burn 
more brightly than the other. The 
bright light indicates the phase se- 
quence 

Cable Fault 


cables which develop grounds 


phase 


are labeled 


leads are 


Locators. Underground 
shorts 
without 


may be repaired 


first locating 


or opens 
complete unearthing by 
the exact spot of the fault by means 
of suitable test equipment then 
that spot in the 


and 
digging at case of 


buried cable or, where the cable is 
run in ducts, by pulling the cable into 
the manhole or vault nearest to the 
fault 

Bridge circuits such as the Murray 
loop, which is a modification of the 
well known Wheatstone 
incorporated into 


vide a 


bridge, are 
which 
calculating the dis 


testers pro 
means ol! 


tance to a fault along the length of 


the cable. Where cable routes and 
lengths are not accurately recorded 
fault locators using a signal generator 
and explorer coil may be used. Exact 
procedures differ depending upon the 
tvpe of fault; however, the principle 
in each involves sending a_ signal 
along a conductor in the faulted cable 
and then following the cable with an 
exploring’ or “pick-up” coil con 


nected to headphones through a suit 
able audio amplifier. A change in the 


nature of the tone received or its 


sudden absence indicates the location 


of the fault 


used on cables buried or 


This equipment may be 
exposed and 
is trequently used to t the rout 
cable 


otf a buried 


Next Month: Timing Devices 
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OLD style invoice shows how customers used to re- 
ceive their bills from Electric Supply, Inc. All work 
was done manually. Now this invoice is used only as 


| Beam | Comet | 


\—.: ._1 , 


See, 57715  & 


a warehouse slip that is written partly at the counter 
(see picture), and then routed to an office where it 
is completed automatically 


and fast 


Billing System Pays Off 


Electric Supply, Inc. In High Point, N.C., had the usual 
headaches of billing, plus cramped quarters 


A sudden rise in business (40%) crystallized a decision 
to install a new machine and filing system 


Now billing goes out neat and fast, with one person 
handling the job for a good cost savings 


NEW business machine and filing 
system has put speed into daily 
billing and has added “plus” 
the office operations of 
Inc. in High Point, 


A 


benefits to 
Electric Supply 
N.C. 

The 
lumped together with Electric Supply’s 
cramped quarters and a recent 40% 


usual headaches of billing, 


crystallized the 
model “¢ 
VISI 


business, 
install a 


rise in its 
final decision to 
Friden Computvper 


and three 
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record filing tubs at the business. 

Since May 12 of this year, when 
the new wheels of operation started 
spinning under the supervision of 
Credit Manager Joe Hunt, the cost 
savings are, at a bare minimum, $100 
per week (Hunt says that he has not 
yet analyzed a definite cost saving). 
“Compare the two systems,” he says, 
“the one had before with the 
one have now, and it looks like 
the race between a cow and a grey- 


we 


we 


hound in our. operation.” 


Old Method 


Before installation of the new equip 
ment, Electric Supply was on hand- 
written invoices for five years. In- 
voices were written at the counter. A 
combination counter ticket and in- 
ticket eventually brought 
into the office after it had been filled 


Voice was 
Continued on poge 64 
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THREE different single edge punched 
cards (right) are typical of kind used 
in new billing system. Cards work in 
following manner: machine operator 
(picture below) receives warehouse slip, 
notes address of customer and _ finds 
matching address card in file tub (picture 
below). She inserts right card in machine, 
which “reads” address and types it auto- 
matically on invoice. At same _ time 
operator finds in file tub, first purchase 
item card matching first item listed on 
written warehouse slip. She annotates 
card (see example), then types manually 
the date, ticket and order number on 
invoice. After this, quantity shipped is 
typed in by hand, the purchase item card 
is inserted and the machine reads off and 
types out price, description, cash dis- 
count, amount, unit and extension. Final 
card insert is N.C. state tax card (see 
right). Cost prices are on first-in, first-out 
basis. When items are received at new 
cost, new card is made out and saved 
until balance on hand of first stock is 
depleted. Then new card is punched with 
new selling price (this can be done by 
operator), description and cost. If no 
change in selling price, right data is 
“read” onto a new card from the card 
that is filled up with hand-written in- 
formation, and can no longer be an 
notated. Measurements of cards are 4% 
x 8-in. Punched holes in side of card is 
information that is read off by machine 
ind typed on to invoice 

















INVOICE 
ELECTRIC SUPPLY, INCORPORATED “EV ERYTHI 
PHONE 5076 305-307 E. COMMERCE ST HIGH POINT, NOR 
P.O. BOX 5007 WHOLESALE ONLY 
SHIP TO 
ee Sami a vr Nw Faw att 
. " 
A AC Z 
HP EGd 
ALATEST ET ASCO MRR 
NEW machine that types 100 automatic words a minute pro billing (see picture). In foreground of abs new filin 
duces 125 of the type of invoice shown above, per day. Now yvstem used in conjunction with machir | olds in ex 
one person, instead of the original 242 represents a full da of 4.000 cards. Two of the 0-ft of Kard 
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Billing System (cont.) 





“From Now On: Faster, Neater, Billing’ 


out properly at the counter. Once in 
the office it was priced from a Kardex 
system. One girl extended and another 
checked. About 12 invoices per hour 
was the production rate. 

e Mailing—When they were finally 
mailed out in handwritten and “not 
very neat condition,” as Hunt puts it, 
“we would get remarks back like, 
‘Joe why don’t you teach your boys 
how to handle a pen?’ Then sometimes 
we would sell stuff out of here at the 
wrong price and wrong item, because 
of the mixed up filing system.” 

With the old method, Electric Sup- 

ply’s billing was always behind, even 
in the slowest part of the year. 
e No Elbow Room —The Kardex 
system also took up a great deal of 
space, considering that space was, and 
still is, at a premium in Electric Sup- 
ply. “With the rise in business, we did 
not have the room to employ two 
more people to help with the increase 
in the number of invoices, and the 
old filing system was extremely hard 
to expand. We're moving to larger 
quarters next year,’ Hunt remarked, 
“but this fact did not solve the prob- 
lem we had.” 


Preparations 


It took a lot of thought and a lot of 
paper to decide whether or not to 
switch to machine-made statements 
and a new filing system that would 
allow machine posting of item cards. 

“We finally went ahead,’ Hunt 
stated, “figuring that any firm doing 
around $750,000 worth of business 
per year and handling 2,500 invoices 
per month (this includes the Green- 
sboro, N. C. branch of Electric Supply 
Inc.) needs something like this to 
attain efficient operation and the many 
intangible benefits that go with it.” 
e Adapting the System — Electric 
Supply spent three months of time 
consuming work adapting its old 
method of doing things to the new 
system. 

Three new filing tubs were bought 
at a cost of $400 apiece. Each tub is 
capable of holding 5,500 single edge 
punched cards of three different types: 
purchase item cards, 
and state tax cards. The entire ware- 
housing operation had to be re- 
arranged to fit the new filing system 
and the warehouse personnel were 
given a list of how each item was to 
be written on the warehouse ticket 

“Warehouse tickets,” Hunt ex- 
plained, “have to come into the ma- 
chine Operator in the office, written 
up exactly as they would appear on 


address cards 
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the cards in the file. The descriptions 
of items on the warehouse tickets and 
the purchase item cards must match 
exactly, because the machine opera- 
tor cannot afford to stop her operation 
and look for someone who will be 
able to tell her ‘what the heck such- 
and-such an item is written on a 
warehouse ticket.’ Every time that ma- 
chine stops—it costs money. 

“It will take a little time for the 
warehouse boys to get out of their old 
habits, and for the machine operator 
to stop looking for their mistakes (her 
job is not to find and correct mis- 
takes). When we come around to that 
point the machine will be going 
steadily until the day’s billing is 
through. As far as checking goes, I 
do that, and it doesn’t take very long.” 


File Tub 

Here are the highlights of the new 
file tub system that Electric Supply 
uses in conjunction with the compu- 
typer: 

e Three tubs handle the High 
Point and Greensboro offices. Two 
tubs hold 10-ft. of Kardex that were 
located in High Point office. 

e File holds over 4,000 cards (ea. 
4%%-in. x 8-in.) filed in tub at desk 
level with each card capable of being 
selected at random in 3- to 4-sec. 

e Refiling is easy because there is 
a “card-out” control system, which 
shows where card is out of file. 

e Electric Supply uses file as per- 
petual inventory system on “‘first-in, 
first-out” Anyone located on 
cards in tub is good credit risk. 

e Primarily, everything in file is 
set by manufacturer’s name and prod- 
uct, but there are separate cards for 
items such as bushings (50 cards on 4 
types of bushing), nipples, elbows and 
hardware items. These cards are not 
listed under the manufacturer’s name, 
but under these categories. 


basis. 


New Method 


After the filing system was com- 
pleted and the Computyper set up, an 
entirely new system of billing went 
into effect. Here’s how it works now: 

1. Customer orders items at coun- 

ter, they are written on warehouse 
ticket, and it is signed by the pur- 
chaser. 
2. Warehouse 
and sent to booking department where 
they are put in order. From 
there they go to the machine oper- 
ator for the next procedure. 


slips are collected 


a-b-c 


3. Machine operator groups ware- 
house slips (all warehouse slips that are 
from the same address or company 
are grouped under one invoice) and 
begins her operation. 

e Time-Saver — The time cycle for 
each line item on the invoice is com- 
paratively short. Twenty, 4-line in- 
voices can be done in an hour. This 
is done by a combination of auto- 
matic reading of pre-punched address 
cards, purchase item cards and state 
tax cards; and by manual typing in of 
the invoice date, warehouse ticket 
number and order number. 

e Benefits—Besides being completely 
caught up on all its billing, Electric 
Supply reports the following benefits 
which have materialized since installa- 
tion of the equipment: 

e 125 invoices are done per day 

e One person, instead of the origi- 
nal 2'2, gets out a full day’s billing 

e Neater mean a more 
satisfied customer—leave a better im- 


Invoices 


pression 

e With same amount of girls in 
office, they’re running two operations 
—and it comes out cheaper in the 
long run 

e Machine provides a low margin 
of error 

e Girl who was extending can now 
give bookkeeper 40% of her time in 
posting accounts receivables 

e The billing goes out faster 
tric Supply gets paid faster 
e Mailing—The Computyper 
has time to take care of mailing all 
the invoices at the end of the day. 
Here’s the way it is handled: 

The original, or top copy of the 
machine-made invoice, plus two du- 
plicates are mailed to the customer. 

A fourth, or pink copy is used by 
accounts receivable clerk. 

The fifth copy (green) is filed with 
the warehouse slip for future 
reference. 

“For a while,” Hunt 
really worried whether or not the sys- 
tem would work out. But I guess that’s 
natural. We're paying $350.00 a 
month rental for it (you can buy it for 
$9,600) and at the beginning we had 
a lot of difficulties to face up to. The 
long preparation that was necessary,” 
he explains, “put us quite a few days 
behind in our billing and the ware- 
house men could not get used to the 
new way of writing in that much of 
a hurry. 

“But,” he smiled, “we’re all caught 
up now, it took us three weeks for 
that, and from now on it’s faster and 


Elec- 


also 


said, “I was 


neater billing for everyone.” 
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LPI Troffer Reference Guide cross-indexes 64 differ- 
ent ceiling types with a wide line of recessed troffers. 
Simply find the type of ceiling specified, then choose 


LPI Reference Guide 
selects right troffer 
to match any ceiling 


LPI offers a Troffer Reference Guide to help you 
select the correct fluorescent troffer to fit any one 
of 64 widely used types of ceilings. This handy guide 
tells you quickly and accurately — without guess- 
work — which troffer is suitable and workable for 
your job. This handy selection guide can save you 
hours of thumbing through catalogs, as well as reduce 
merchandise handling and eliminate costly returns. 


The Troffer Reference Guide is an added service 
of Lighting Products Inc., manufacturers of premium 
quality fluorescent fixtures. Send for your copy. 
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the proper LPI fluorescent troffer to match the ceiling. 





Selection takes only seconds, and you're always sure 


of a trouble-free installation 
— 4 Lighting Products Inc., 
Highland Park, Illinois 
Please send me a copy 


of the time-saving LPI 
Troffer Reference Guide. 


& 


No obligation, of course. 


Name 
Company 
Addre Ss 


City Zone Cy 


ce ee ee ee ee ee ee ee ee ee ee ee ee 





FLUORESCENT 
LIGHTING 
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DAVIS ELECTRICAL SUPPLY ¢ 4 [| i 


HERE’S HOW... 


For many years, now, the Davis Electrical Supply Co., Inc., Buffalo, 
New York, has known that their purchasing operations could be 
simplified and selling made easier by stocking all four Royal lines. 
his is another of the nation’s leading electrical wholesalers which 
has turned purchasing and inventory time into more profitable 
selling time with (1) Royal Wire and Cable, (2) Extension Cords, 
(3) Wiring Devices and (4) Fuses with better volume and 
increased customer satisfaction 





OR FROM DIFFERENT 
SUPPLIERS 


IF YOU BUY FOUR LINES 
FROM ROYAL... 





Buying time 1 call 1 order 4 calls 4 orders 





Number of packing lists to check 4 








Invoices to process ¢ 





Bills to pay ¢ 








One brand, nationally 


recognized and accepted May be spotty 


Brand acceptance 





—_—————+ 





Four brands 
to work on 


One brand one high 


= — 
Training time of countermen 
quality throughout 


and outside salesmen 








Four different 
labeling systems 


Consistent — easy to 


Labeling and identification read — easy to use 





Uniformly good on all lines, 


for stocking and shipping Inconsistent 


Packaging 

















Talk over this 4-way profit plan with your ROYAL representative. 
You'll get close service contact and deliveries you can depend on 
And you'll see for yourself why it pays to buy ROYAL! 


ROYAL ELECTRIC CORPORATION, PAWTUCKET, RHODE ISLAND 


ROYAL | AL & ROYAL 4 


ROYAL 4 


WIRE & CABLE 


Big volume and fast turnover 
items for Davis and hundreds of 
other wholesalers. Line includes 
portable cords, flexible cords, 
fixture wires, heater cords, 
machine tool wire, thermostat 
cable, coaxial cable 


EXTENSION CORDS 


A popular and substantial part 
of Davis Electrical’s business. A 
full line of heavy duty ‘““POWR 
KORDS” in black and colors; in 
rubber, vinyl, neoprene; for every 
customer: contractors and main- 
tenance men, hardware and 
building supply dealers 


WIRING DEVICES 


Top sellers and profit-makers 
for Davis Electrical Supply. Line 
includes a wide selection of 
ROYAL PVC unbreakable viny! 
caps and connectors, 3-to-2 wire 
adapters . also range and 
dryer receptacles, weather-proof 
plates and receptacles, and other 
devices 


FUSES 


Davis offers their customers the 
big ROYAL line — all with the 
same trade-accepted brand name 

Crystal” plug fuses, cartridge 
fuses, renewable lag fuses, dual 
element fuses, time delay plug 
fuses, Type S fuses 
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fl 4 ROYAL LINES! 


ae 














ELECTRIC I 
on associate of A 


... One major source for four major lines 


Richard Hurd (seated), Davis Electrical Supply buyer, knows 
from experience that customers look to ROYAL for consistently 
superior quality and performance. Here, he examines ROYAL’s 
new unbreakable vinyl ROYALOK cap and connector, a major 
engineering advance in wiring devices. Francis J. Sullivan of 
Fay-Sullivan, Inc., ROYAL’s upstate New York representatives 
is pointing out the PVC ROYALOK back-wiring feature, which 
eliminates exposed conductors and short circuits. Note, too, that 
ROYAL’s colorful packaging is related, easy to read, easy to 
recognize. 










August, 1959—ELECTRICAL WHOLESALING 











my wife taught 


2 (9 for pues $y 
ey 


Vi 
<3) 


Recently, I decided to show the 
little woman how to do some smart buying. I 
combed the paper for “specials,”” made notes on 
store addresses, and set out full of confidence. 
However, at her insistence we stayed in one store 
the whole time. Never did go after my specials... 
and I’ll have to admit the place we shopped had 
about everything desired by civilized man. 
Later, back at the office, I realized the wasted 
gasoline, rubber, energy and shoe leather just 
wouldn’t have been worth the saving. The lesson 
was clear. You and I, as electrical wholesalers, can 
save time and money by consolidating purchases 
wherever possible. For every extra purchase order 
that isn’t written, there are also receiving reports, 
checks, inventory sheets, that don’t have to be 


me a lesson... 


written. There are fewer shipments coming in. 
Fewer cartons to open and then there’s always the 
savings in freight. 

One way to cash in on these efficiencies is to buy 
electrical supply items from Porcelain Products 
Co. They make 127 different items for sale 
through recognized electrical wholesalers. They 
can furnish you a well rounded line including 
wireholders, mast kits, house brackets, Copper- 
weld ground rods, racks, spools, clevises, wedge 
grips, split bolts and many, many others. Porce- 
lain Products Co. has been serving the industry 
since 1894. Let their full line help lead you to 
more profit. 

For more information just write for the name of 
your local representative. 

PORCELAIN PRODUCTS CO. 
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ON BIGGER 
CABLE PROFITS 


Imprint on every foot 
tells you at a glance the gauge, 
number of conductors, type of 


insulation 


Self-dispensing carton 

for heavy cords, with Inventory 
Keeper, minimizes short lengths 
Heavy cords also available on 


no-charge plywood reels 


Color-coded carton labels 


identify insulation 


¢ black and white for rubber 


cable, 

















CAN. PAT. NO. 569,824 
BR. PAT. NO. 771,386 
OTHER PATS. PENDING 


© RODALE MFG. CO., INC. 


SEAL OUT MOISTURE? NATGH! 


Flip-Seal...the moisture-proof, dust-proof electrical connector 


Wherever moisture is a problem . . . or dust is a prob- 
lem... or really rugged service is required . . . Flip 
Seal fills the bill! A flexible lip overlaps the male cap 
to provide a positive sealing action. Its patented 
construction affords cushioned protection against im- 
pact and abuse. And Flip Seal is now available in a 
complete line of connectors to satisfy every need in 
home and industry... . from 15A-125V to 50A-250V. 


Sold only through electrical wholesalers. 
Or for further information and prices, 
write Rodale direct. 




















THE SECRET'S IN THE SEAL! 


Flexible lip overlapping male cap,and seals at wire 
entrances provide positive sealing action against 
moisture and dust penetration. 


manufacturing co., inc. 


eecle / emmaus, pa. 
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The fishing’s easier, too 
~ with new CIRTUBE EMT 


7 \ oo wire through carelessly made, ordinary EMT 

/ often proves an annoying, time consuming business. 

or a The answer isn’t just a slick inside surface — what’s 
needed also is a sort of built-in lubrication that helps 
conductors glide smoothly through long runs. 


CIRTUBE EMT is made that way—with a baked-on protective inner 
coating containing wax-like ingredients in a special formula—always 
carefully applied to give the same easy fishing each time. 

Here are other reasons why CIRTUBE EMT is always so easy to fish: 
clean, snag-free finishing is one; induction welding is another. This 
superior welding technique leaves no flash or bead to interfere with 
wire pulling. 

Easy fishing is only one of many reasons why CIRTUBE EMT has 
won such quick acceptance. Order it now from your local Circl 


representative — or write us direct *Trode Mork 


WIRE & CABLE 

a subsidiary of 

CERRO DE Pasco 
CORPORATION 





PLANTS: Maspeth and Hicksville, N. Y. SALES OFFICES & WAREHOUSES: In al! principal cities 
RUBBER COVERED WIRES & CABLES © VARNISHED CAMBRIC CABLES © PLASTIC INSULATED CABLES 
NEOPRENE SWEATHED CABLES + “CIRTUBE” EMT 





Here operator checks application of special lacquer coating which gives CIRTUBE EMT its easy fishing. 


jeirt¥e a fort f 





Proper steel plus! the best cold 
rolled steel plus the right handling give 
CIRTUBE EMT its natural bendability 





Split-free, bead-free! induction 
weided CIRTUBE EMT, left, proves stronger 
than ordinary EMT, provides easier fishing 







Automated quality control! 
Automatic controls assure complete and 
continuing uniform quality of prod 





Lifetime exterior finish! ward 
gaivanized finish for durability; p shed 
satin lustre for lasting good looks 


























Tight, easily handled bundles! 
Bright, orange tapes hold CIRTUBE EMT 
securely for easy handling on and off the}; 


Fast, friendly service! wei\-known 
Circle service through a nation-wide network 
of well stocked nearby warehouses 





What's 
inthe | 
package 
for | 


you? 


Product, of course. Dramatic new 


products like Fashion Plate* and Tap-eez* 
... products that constantly put the Bryant 
distributor in a position of “first source”’ 
for the new products. Bryant offers a com- 
plete line of quality wiring devices— 
switches, receptacles, plates, connectors and 
low-voltage devices—over 1800 products in 
all. The Bryant distributor can now supply 
every contractor’s need, whether it’s for resi- 


dential, commercial or industrial application. 
*Trade-Mark 


Sales Help that extends far be- 


yond printed material. Your Bryant repre- 
sentative helps you cultivate customers. 
Depend on him. 


. 
Quality » « » every wiring device is 
engineered, designed and manufactured to 
the highest standards of quality and work- 
manship...insuring customer satisfaction and 
lasting service for all Bryant products. 
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Good Service, year in and 


year out, to every one of our customers. 


Firm Sales Policy... 
we don’t sell to everyone . . . but those to Re RY ANI IT 


whom we do sell enjoy our firm distributor- 


THE BRYANT ELECTRIC COMPANY 


oriented policies. 
BRIDGEPORT 2, CONNECTICUT 


What’s in the new Bryant package? The 
products, the service to help you and your 
salesmen create more sales. J-99020 
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ALCOA ALUMINUM RIGID CONDUIT 


heres why: 


EASY TO HANDLE, lift, load, carry, er 


of conventional rigid conduit 


EASY TO CUT, BEND, THREAD no spe 
EASY WIREPULLING, smooth interior finisl pl 


lubrication 


LOWER INSTALLED COST .. . this has be 


time and again by cost- and quality-cor 


LONGER robes LESS a Alcoa 


resistant through and through long-l 
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means more profits for you... 
more savings for your customers 


EASY T0 SELL distributors everywhere re finding me Ak 


Conduit their biggest boost in conduit sales and customer satisfactior : 
: yf eh tvncres 
If you are not already handling this profit-making line, ask your nearby - ALCOA RIGID CONDUIT 
; : ; ALUMI RA 
\leoa sales office about our Alcoa Conduit Distributor plan. Aluminun metnactaes 


ISSUE MU-28 
Company of America, 2146-H Alcoa Building, Pittsburgh 19. Pa. 


ALCOA CONDUIT IS SOLD EXCLUSIVELY THROUGH 
DISTRIBUTORS AND ELECTRICAL WHOLESALERS 


i 


4 labor saving reasons to gyqeii ee 


Paranite 


PARASYN 


TYPE TW 


600 V. BUILDING WIRE 





Flexible 


“Dead soft” conductor 
provides flexibility for 
fast, labor saving 


installation. 


i, 
Smooth Q, sk Le LY 
Slick silicone surface a, keen Plainly Marked 


finish-reduces friction Large legend type for 


for easy pulling. quick identification 


WSK LALA RY a 


~ 
— 


Other features of Paranite Parasyn Type TW 600 V. 
building wire include a thermoplastic insulation that 
provides high dielectric, mechanical strength, longer 
life and is flame and moisture resistant and oil-proof. 

U. L. listed in sizes AWG 14 through 2000 MCM. 
Standard colors available from stock in both solid and 
stranded, sizes AWG 14 through 1000 MCM 








Each Carton packaged to reduce handling and labor cost with “color-coded” labels plainly show- 


ing type, size and color of wire. Also, new reel cards for instant identification and inventory control 


,/ 
PARANITE WIRE AND CABLE DIVISION ;{ 
Essex Wire Corporation, Marion, Indiana \ 

Sold only through recognized electrical distributors 


MANUFACTURING PLANTS: Marion, Ind.; Jonesboro, Ind.; Tiffin, Ohio; Anaheim, Calif 
Sales Offices and Redistribution Warehouses in all Principal Cities 


:) 


4 

s 

a 
A 


Rl 
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and now 





in SAFETY SWITCHES: 


Visible Blades 
Quick-Make, Quick-Break 
100,000 amp Interrupting Capacity 








QUICK-MAKE, QUICK-BREAK ACTION—QMOQB Safety Switches are tease 
proof! Once handle passes midpoint, QMQB mechanism takes over—drives 
contacts home quickly and accurately in less than one cycle. Longer co 
tact life...cleaner contacts...positive connections...cooler, more re 
able performance. 
® 400 amp THROUGH 1200 amp—Normally assembled to take single 
on 400 amp and 600 amp ratings 04 0 
switch...parallel 600 amp fuses on 

r single fusing 
@ VISIBLE BLADES FOR MAXIMUM SAFETY—Eliminates any doubt 
whether switch is “ON” or “OFF” and provides for easy inspectior 
M LEVER-TYPE HANDLE ACTION FOR EASY SWITCH OPERATION—Require 
less than 60° throw to operate interlock and switch mechanism. For added 


FRE FEDERAL PACIFIC ELECTRIC COMPANY 
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Success stories 

like these mean 
satisfied customers 
for you, when you sell 
OKOCORD portable 
cables 


On big jobs like the tough ones shown on this page, 
you'll find Okocords chalking up excellent service 
records on assignments that might well knock out 
ordinary portable cables. One reason is Okonite’s 
ability to come up with unusual designs, special 
service characteristics or engineered accessories to 
meet unusually punishing environments or mechanical 
action. And their mold-cured toughness, their 
“Quality-Controlled”’ manufacture of standard as well 
as special designs help explain why... 


For normal, rugged usage, such as portable tools in 
construction projects, shop work or other industrial 
operations, Okocord outperforms any other cable. 
This extra value built into every Okocord means 


more satisfied customers for you. 


For complete. specifications on 
the many Okocord construc: 
tions, including splicing and 
terminating instructions and 
other engineering information, 
write on company letterhead for 
64-page BulletinWH-1108, The 
Okonite Company, Passaic, N. J. 


stexibie cord? 
and 
portabie cables 


= 





where there’s electrical power... there’s 


OKONITE CABLE 


Pes 
ge 


Absorbs abuse. Twisting and scraping over dirt and crushed rock, buried 
for days on end in water and muck, an Okocord trailing cable keeps the 
huge River Queen in constant operation. 


Sag Cg ER 


me 4 
whan 6" iy, Se une 


a 


NZS 








Display strength and flexibility. Okocord power and control cables wind 
and unwind continually to move up and down with this bridge’s 1000 ton 
lift span... withstand sunlight, high humidity and corrosive salt spray. 


Outlast others 2 to 1. Okocord mine shuttle car cables show unequalled 
staying power even though faced with constant reeling under tension, 
run-overs and abrasion from falling coal. 


. - keels 
Withstand intense heat. This open hearth charging buggy is controlled by 
Okocord flexible cables that must wind and unwind every time the arm 


enters the furnace—hundreds of times daily. 
6413-A 














UNDAMAGED AFTER BEING “CLOSED” 





ON 100,000-AMPERE SHORT CIRCUIT! 















Floyd S. Green 
(left), Frank Adam 
Electric Co., and 
John S. Withers, 
Bussmann Mfg 
Co., find Shutibrak 
Switch undamaged 
after a series of 
100,000-amp. short 
circuit tests 


TARR AINIIX ZALD/A\ WML 
MUTLBRAK SWITCHES 


(SHUTTLE BREAK) 





In recent tests at Bussmann Manufacturing Company’ 
test station, Frank Adam Shutlbrak Switches, equipped with 
Bussmann high interrupting type fuses, went through a 
series of tests with switches ‘‘closed’’ on a 100,000-amp 


TYPICAL TESTS MADE WITH 





3-POLE short circuit. NOT A SINGLE BREAKDOWN OCCURRED! 
SHUTLBRAK SWITCHES Here’s a powerful demonstration of the safety and dependability insured 
by Frank Adam’s famous Shutlbrak mechanism. @ Safety Switche 
Switch Fuse give positive protection to both men and equipment against every 
Capacity Type hazard that might be caused by the tremendous overload 
100-amp. 250-v KTN Limitron and shorts that can occur in any distribution and feeder circuit 
Same switch LPN Low Peak It costs no more for the extra vital margin of safety provided 
200-amp. 250-v. KTN Limitron by Frank Adam Switches. Specify this better equipment 
Same switch LPN Low Peak A new brochure is just off the press—write for yours! 
100-amp. 600-y KTS Limitron 
Same switct LPS Low Peak * 
)0-amp. 600-v KTS Limitron 
Same switch LPS Low Peak pase 
400-amp. 250-v LPN Low Peak ly hee [sf : 
on (e(Pr yCER 
600-amp. 250-1 LPN Low Peak Aeam SECTS COMPANY Wea 
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It’s Bulbsnatcher Time! 


EXTRA SALES AND PROFITS IF DEALERS FILL 


More empty sockets will be filled with 
G-E bulbs this fall than all other brands com- 
bined. Be sure your dealers fill their share! 


| 
| 
| 





| Bulbsnatchers can’t resist these newest 


new! © 
ververal 
watt bull 

reas 
trom te 
wouldn 
bulb «4 
two 60 
pamper 
ons. Wi 
with bul 


AND 
Tear dr 
vent f 
Clamp 
4 pack 
$1.16 


Soft 


oe b 


SNATCHED 
THAT NEW 


G-E BULB 
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G-E Bulb Selling Time! 


EMPTY SOCKETS WITH PLUS-PROFIT G-E BULBS 













neral Electric bulbs! se yrepang yeep 


out. Everybody's runn 
when they nec more pnt in a ry tne 
perfect time tor extra profits | stocking up 


STOCK UP NOW! Buy spare cartons and let your dealers with Genera Electr 
I the family enjoy plenty of good G-E light 


GHTER G-E 100-WATT BULB! 





i And they're plus-profit bul ' An expanded line of 
; G-E Soft-White Bulbs r ling our runaway 
: best-seller. the new ‘smaller, brighter, whiter’ G-I 
/ 100-watt bulb. New 3-Ways. Dawn Pink Color 
i amic, America’s largest-s¢ g decorative bulb, 
| G I Nite-lites o1 andy i caras All int x 
| demand this fall. All extra-profitable! 


eral Clectr 






MEN! SEE YOUR WIFE IN A NEW LIGHT WITH G-£ DAWN PINK 
moe 






intimete., soft, personal and pleasant—that’s the light ¢ 

Coloramic Bulbs. See how Dawn Pink flatters her compienior “ t Be st of ‘ 
. Pink gives tabr and Pala * ie ' . 

os ot aay nett SAY Full-color spreads in Sept 
woods @ warmer texture, brings out the bes F SRA i | 
guests Experiment with ail tour Cotor 35¢ { { ber 21 I 1 | os A 4 “eat, 
amic tints. Dawn Pink, 75 or 100 watt ~~ 


SATURDAY EVENING — 

POST. Full-color pag: GARROWAY 
September 14 LIFE and O 
tober READER'S DIGES1 


ads 


GENERAL ELECTRIC WITE-LITE 
WHEN A FELLA NEEDS 4 FRIEND 





Big, page-high S 


day supplements of 277 new 





papers from coast-to-coast 
Plus the power of Garroway ARTHUR 
and Paar on TV and the et GODFREY 


> 
d 





usiasm of Godtrey on rad 
Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


NEW SALES-BUILDING DISPLAYS 


Window display ( Oo! 


merchandisers! Eve " ' pra : Son. 
cially created tor General Electr " ; 
selling Promotion. Be 

ind be sure the ive ore " evet 


t.G ra ( f Cx 


rhey wo!  « 
Dept Nela Park, Clevela ©) 


before so 
Large Lamy 


GET READY! GET SET! GO FOR EXTRA PROFITS IN THIS BIG 
SEPTEMBER- OCTOBER G-E BULBSNATCHER PROMOTION. 
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PHASE OF MANUFACTURING 


your customers will appreciate your recommending 
BLACKHAWK’S complete line of E.M.T. fittings 


Blackhawk E.M.T. raintight connectors 
and couplings feature full, true, perfect 
threads for ease and speed of installa- 
tion. Bodies of heavy steel — cadmium 


and zinc finished to eliminate corrosion 


1)Compression Type Raintight E.M.T. 
Connectors — Available in sizes: 1%”, 
i", He", 14", 2° 

(2)Compression Type Raintight E.M.T. 

~ Couplings — Available in sizes: %”, 
2 te, in, 


Blackhawk famous Snap-Straps— 
made to fit thinwall conduit, snaps tight 


. han 
lackhawk* 





and holds. its Saves _ installation 
time! Made of heavy gauge steel, zinc 
plated after fabrication. Electrical con- 


tractors report big labor savings by 


grip. 


using Snap-Straps. 


3)Snap-Strap for E.M.T. — Available in 


sizes: ly" 4 2 1”. 1%”, 114”, Q" 


Scientifically formulated die cast alloy 
off-set 


labor-saving devices. 


fittings are proved to be real 


;)Crimp Type Blackhawk Offset—E.M.T. 


Connector available in sizes: 4”, %”, 1 


5) Raintight Blackhawk Offset — E.M.T. 


Connector available in sizes: 4”, 4”, 1 


Blackhawk Split Steel Adaptors will 
adapt any female threads to the same 
size E.M.T. No other special parts are 
needed. Zine plated. 

§) Machined Split Steel Adaptors — Avail- 


able in sizes: 12”, %”, 1”, 1%”, 1%”, 2” 
Blackhawk’s new E.M.T. fittings are a 
Blackhawk 


methods of 


product of research and 


automated Manufacture. 
Order a stock today to meet the demand 


for these quality made, E.M.T. fittings. 


7 [adustries DUBUQUE, IOWA where the new ideas come from 
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MOE Light Ads Like This HELP Distributors SELL! 


August, 


MO 


Decorative lighting is the biggest thing in home build- 
ing today. It dresses up your homes and helps them sell, 
as proved by successful builders. Let us show you how 
you can build up the buying appeal of your own homes, 
at low cost, with MOE Light. Send us your blueprints. 
We'll put our CIL* experts to work on them...plan 
and prepare lighting diagrams just for them...give you 
complete recommendations and details you can turn 
over to your electrical contractor. Whether your homes 
are in the $10,000 or $65,000 class, you'll get lighting 
plans to meet your needs—and sell your homes faster! 


*Certified Inspiration Lighting 


THOMAS INOUSJRIES INC. 
LIGHTING FIXTURE DIVISION 
Executive Offices: 410 S. Third St., Louisville 2, Ky. 
Leaders in Creative Lighting 
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a 
aa 
bas 
a 
e) 


MOE LIGHT™ 


* Will Plan Your Lighting FREE! 


"Ot ! 1 
ll-down can be moved or ing track to center 
rer parties. Rece add a touch 


of glamour to table settings 


Above, 
over for di 


YOURS FREE aq 
Colorful CIL* booklet show = 
ing newest “decorating with 
light" ideas, plus 452-page 
Lighting Guide and Catalog 


Yes, Mr. Distributor! 


Informative MOE Light ads like this, in all lead 
ing builder publications month after month 
constantly sell builders on better lighting They 
help pre-sell this important market and the 


result is bigger iighting fixture orders for YOU! 
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INTERESTED 
IN GREATER 


PROFITS? & 


Warehouse inventories 

carried in the Mason RED *DOT Conduit bodies 

following cities: . are offered in a complete range 
4 of styles and sizes. 


Series A’ Conduit Bodies 


Threaded for heavy wall rigid 
conduit. — Sizes up to 4”. 


Series B’ Conduit Bodies 
Set-screw for thin wall conduit 
(EMT) electrical metallic tubing. 
— Sizes up to 2”. 


Cast Aluminum Covers available for 
all Bodies. 
S 
—l You will marvel at the appearance of these high-pressure 
aluminum fittings. Engineered for strength, these non-cor- 
rosive bodies will stand up under the most difficult conditions, 


Precision machining guarantees ease of assembly. 


Join the swing to RED* DOT — FOR 
GREATER PROFITS. Write today for 
the new illustrated catalog of the com- 
plete RED DOT Line. 


Sold only through authorized Electrical 
distributors. 


hy if Ubon 4 BOSTON 36, MASSACHUSETTS 
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NEWS FOR THE INDUSTRY 





Price Notification’ Bill 


© Legislative attempt to control price increases is care- 
fully being watched by business and industry. 


¢ Price increase proposal is aimed at requiring companies 
in so-called "concentrated" industries to notify govern- 
ment of any price increases before putting them into 


effect. 


ONGRESS has presently under 
( ccasideratioe a bill introduced by 

Senator Joseph O'Mahoney of Wy- 
oming, commonly called the “Price 
Notification” bill, which represents an 
attempt to control price increases. 

rhe legislative measure, No. S-215, 
would require certain companies to 
give advance notification of intent be- 
fore increasing prices, and would re- 
quire them to seek to justify their 
intended price increases in public 
hearings. 

The bill applies to those commodi- 
ties where eight or fewer companies 
account for at least one-half the total 


sales. It also applies only to those 
companies which have capital, sur- 
plus and undivided profits of $10 
million or more. The bill, if it be- 
comes law, would require such com- 
panies to give 30 days’ notice to the 


Federal Trade Commssion and the 
Attorney General of their intention to 
prices, and the Commission 
then hold public hearings. At 


the end of 30 days the price increases 


raise 


must 


may go into effect, regardless of what 
the hearings show, and regardless of 
the opinion of the Federal Trade 
Commision or the Attorney General. 
¢ Opposition—Opponents of the bill, 
among whom is the National Associa- 
tion of Manufacturers and the Gen- 


eral Electric Co., contend that it 
would put a_ stranglehold on free 
economy and would lead to overall 
government control of prices. Speak- 


ing for GE, Ralph J. Cordiner, chair- 
man, recently voiced the objection 
that the measure “would have injuri- 
ous effects on the business health of 
nearly half a million suppliers, distrib- 
utors, and dealers.” (EW, June °59 
page 114) 

The NAM in opposing the bill said 
the measure takes virtually the final 
step to general government domina- 
tion over the American economy. It 
would displace competition and cost 
realities as the regulators of prices in 
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in favor of the doc- 
decisions of governmental 
the association said. S-215 
would hamper small as well as large 
business; discourage progress in new 
and improved products, and would 
even discourage or prevent price re- 
ductions in many cases, it added 

e Support—Among the advocates of 
the price legislation bill are Walter 
Reuther, UAW-CIO president, and 
other AFL-CIO spokesmen and econ 
Proponents of the bill 
that such public scrutiny 
prevent all price which are 
not absolutely 
ently their 


a free economy 
trinaire 


agencles, 


omiusts. con- 


tend will 
increases 
necessary. It 
belief that our 


iS appal 


so-called 


concentrated industries raise prices at 
will, regardless of the supply-and-de- 
mand situation. However, there is no 
factual foundation for this theory 


Bill Provisions 


The present bill under deliberation 
considered to be a 
measure repetitive of the one intro- 
duced by Senator O'Mahoney in 1948 
Specifically, the measure declares that 
“a few dominant corporations have 
control over the production, the dis- 
tribution, and the price of basic com- 
modities,” and concludes that “the 
Congress believes that inflation will be 
checked if the pricing policies of these 
corporations are publicly reviewed 
before increased prices may be made 
effective. “4 

[he bill's opponents interpret it as 
assuming that 
rather 
neatly 


in Congress 1s 


increases are the 
effect of infla- 
both 
increases, and gov 

monetary inflation, as 
inflation, It is their opinion 
that price increases normally are rec 


price 
than the 


Dy-passing 


cause 
tion direct 
and indirect 


ernmental 


wage 
causes of 


ognized as an effect, not a cause, of 
inflation 


e Key Section—Section 3 of the bill 


Continued on page 92 








ADMIRING the gavel of authority as the newly 
Association of Electrical Distributors is George W 





appointed president of the National 


Provost Jr. (left) Looking on 


is B. H. Boatner (right), vice president of the Eastern region of the association, and 
R. G. Frame, president of the Electric League of Western Pennsylvania. The two 
NAED executives from Pittsburgh electrical distributing firms were honored on June 
29th in Pittsburgh at a testimonial dinner sponsored by the Electric League of 
Western Pennsylvania 
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BUSINESS INDEX for May 1959* 





NATIONAL PICTURE: 


1947-49=|00% 


ESTIMATED 


1947-49-=|I00% + 
240 — 


220 
200 
180 
160 
140 
120 





1958 


INDEX 


May ‘59 April ‘59 
160 147 147 


Inventory ...... 107 100 120 
REGIONAL PICTURE: 
NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 
EAST SOUTH CENTRAL 


WEST SOUTH CENTRAL 


MOUNTAIN 


PACIFIC 


*For electrical apparatus, sup 


May ‘58 


May ‘57 May ‘56 May ‘55 
165 176 139 
154 16] 144 


SLES 


100— 
80 — 
60 
40 


% CHANGE 
1959 fm. 1958 
9 
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(% Change) 
From 
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1959 
From 1958 


From 


2 


u of Census **S5 mon 


(% Change) 
From From 
May ‘58 Apr. ‘59 


2 


hs 1959 from 5 months 1958 
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U/L approved as oil proof . 
be submerged in oil without “ey 


YELLOW 


to provide highest visibility and 
grectest safety factor. 







Wy) 


MARKED 


clearly with type, size and number 





of conductors, as well as catalog Write today for 
\ number, all for easy identification. new FREE catalog 
aA Well Built Wires Since 1899 















WB? wHiTNEY BLAKE COMPANY 


NEW HAVEN 14, CONNECTICUT 





__ 





TELEPHONE CHestnut 8-5515 TWX: NH84 
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Lamps 
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ARMORED CABLE 
TYPE ACT 


With Improved Features 


EASIER 
QUICKER 


CRESCENT INSULATED WIRE & CABLE CoO., INC. 


TRENTON, NEW JERSEY 


. 
SN 
° 
oa 
_ 
2 
7. 
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NOw! 
TITCHENER 


HOLD-TITE 
cable staples 
the only complete line! 


YES ... for BX, romex, service 
entrance, electric range and A-Z 
cables . . . now you can supply 
HOLD.-TITE staples. Contractors 
prefer Hold-Tites because they 
ore EASY TO DRIVE and 
WON'T PULL OUT! Every staple 
has barbed legs that dig right 
in and stay put even in 
plaster and composition wall 
board. Sharp points make driv- 
ing easier even into the 
hardest woods. Hold - Tite 
staples finish the job . . . satisfy 
the customer. Order a complete 
supply today. Prompt delivery 
from stock. 


Try HOLD-TITE staples for yourseif! 
Send for free sample. 
ee ee eo ee 
! E. H. TITCHENER & CO. 
| 68 Clinton St., Binghamton, N.Y. 
Send free samples and prices of 
HOLD.-TITE staples: 
-] Round Wire Type 
Flat Wire Type 


TREET 


city STATE 


i.e se et El Ul 


90 


22 Learn the A B C's of D-istributing 


embers of the National Associa- Association of Wholesalers. 

tion of Electrical Distributors The courses were conducted at 

received certificates recently as Ohio State University, Columbus, 
graduates for completing the Whole- Ohio and the Wharton School of 
sale Management Executive Course Finance and Commerce, University of 
under sponsorship of the National Pennsylvania, Philadelphia, Pa. 


At Ohio State University: 


NAED members who attended the Wholesale Management Executive Course pre- 
sented by Ohio State University at Columbus, Ohio are pictured above: Seated 
left to right are: E. P. Jones, Jr.. Graybar Electric Co., Inc., Cleveland, Ohio; 
Richard T. Baker, The Electric Sales Co., Canton, Ohio; William H. Morris, Morley 
Electric Supply Co., St. Petersburg, Fla.; Milburn C. Pitchford, Illinois Electric 
Works, Inc., East St. Louis, Ill. Standing left to right are: William C. Adamek, 
American Electric Co., Wichita, Kansas; Lester May, May Electric Supply Co., 
Kewanee Ill.; Lake Erwin, Sterett Supply Co., Corpus Christi, Texas; Howard 
Frankel, Frankelite Co., Cleveland, Ohio; Robert E. Kent, Fullerton Electric Supply, 
Muskogee, Oklahoma; W. F. Fromeyer, The B & B Electric Co., Cincinnati, Ohio 


At the Wharton School of Finance and Commerce: 


1 €§ & 6 


. 


yak 
GRADUATES of the Wholesale Executive Management Course presented by the Uni- 
versity of Pennsylvania, Wharton School of Finance and Commerce at Philadelphia, 
Penna. are grouped above. Seated left to right are: Sylvan Gerber, Efengee Electrical 
Supply Co., Inc., Chicago, IIl.; William J. Goerisch, Graybar Electric Co., Inc., 
Philadelphia, Pa.; Malcolm Watson, Watson Electric Supply Co., Waco, Texas; John 
M. Waltersdorf, Tristate Electrical Supply Co. Inc., Hagerstown, Md.; Victor D 
Abrunzo, Vee Dee Electric Dist., Inc., Ridgefield Park, N.J.; Paul T. Pancoe, O. K. 
Electric Supply Co., Inc., Perth Amboy, N.J. Standing left to right are: Robert H. 
Heck, Summit Electric Supply, Inc., Akron, Ohio; Elmer R. Lowenstein, Franklin 
Atlantic City, N.J.; Ronald Weinress, Efengee Electrical Supply Co., 
Reine, Graybar Electric Co., Inc., New York, N.Y.; G. P. 
Schwenk, R & R 


Electric Co., 
Chicago, Ill.; John 
Marshall, Wholesale Electric, Inc., Kingsport, Tenn.; Paul H 
Electric, Inc., West Palm Beach, Fla. 
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WEAV 


... than any other 
water-pipe clamp 










HERE’S WHY: 


When your customers compare Weaver Bronze Clamps 
with others, they find Weaver Clamps are bigger, 


heavier and more rugged. Extra metal at pressure 


YOU GET MORE SALES... points gives maximum strength and increases conduct- 
BIGGER PROFITS 


Only three types to stock to cover every grounding 
job. Sizes for Y4” through 4” copper or galvan- plated screws prevents rust and corrosion... assures 


ivity. All-Bronze construction with heavily cadmium 


ized pipe... meet all contractor and utility spec- , — . 
let ans permanent grounding. The swinging top cuts install- 


ifications. WEAVER is o complete quality line that's 
easy to sell. ation time and increases contractor's earnings. 





Advertised in leading electrical publications and 


J A W FAV f R s direct mail to your customers and prospects. 
° So 
— { POH, 2110 Howard Street + St. Lovis 6, Mo. 


s 


f 
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RIFAIb No. 2-S Spiral Reamer 
Ye’’ to 2’ Capacity. . . Self-Feeding for Least Effort 


Reams Better, Sells Faster...when it’s a 


Fel 


No. 2 RIFAID 


Ye’ to 2’’ Capacity 
— “LonGrip” Reamers 
¥y_’’ to 3’’ Capacity No Thinned or Flared Walls 
Give your customers their choice. Spiral or ‘LonGrip”’, 
they can’t beat these RITQ1D Reamers. For hand ream- 
ing, they’ll probably prefer the effortless self-feeding Spiral. 
For power use, they’ll want ‘“LonGrip” five-fluted reamers 
.. . Heat-treated cutting edges offer extra-long service . . . 
will not dig in and thin or flare walls. All RIEZ30( Ratchet 
Reamers come with handle. 

For sure sales, you want both 


big-selling RIZAID Reamers 
in stock. Order today! 


| States: 


| Price Notification .. . 
Continued from page 85 


contains the heart of the legislative 
proposal. It reads: 

“In any line of commerce in which 
50 per cent or more of the total an- 
nual sales in the United States are 
made by eight or less corporations, 
including their respective subsidiaries 
and affiliates, no corporation included 
in such group, and having capital, 
surplus, and undivided profits in ex- 
cess of $10,000,000 shall increase the 
price of its product in such line com- 
merce until the expiration of a waiting 
period of thirty days after delivery of 
notice of a proposed price increase to 
the Federal Trade Commission, the 
Attorney General, the Speaker of the 
House of Representatives and_ the 
President of the Senate for publication 
in the Federal Register and the Con- 
gressional Record. Within ninety days 
after the enactment of this law, the 
Federal Trade Commission shall de- 
termine the lines of commerce and 
the corporations to which this section 
applies, and shall make such revisions 
of its determinations from time to 
time as the public interest requires, 
and shall publish such determinations 
in the Federal Register.’ 

This section of the bill endows the 
government with two new powers. 
For a period of 30 days, the power of 
the federal government to control the 
price structure of possibly many thou- 
sands of companies is considered to 
be absolute. For 30 days it is a price 
freeze, and beyond that it would have 
the effect of being a price control 
mechanism 

Further, there is no possibility of 
limiting the area covered by either the 
current bill or any modification of it. 
As now drafted it refers both to basic 
commodities and lines of commerce. 
Neither of these terms is clear-cut and 
precise. Steel is a basic commodity, 
but automobiles are not, and it is the 
obvious intention to bring both these 
under the bill. Lines of commerce can 
mean almost anything, and by refining 
the definition sufficiently there is not a 
commodity of any importance where 
it cannot be found that no more than 
eight producers have at least half the 
market. 

Another extensive power is vested 
in an executive agency, the FIC, 
which is granted the authority to de 
termine to whom the law shall apply 

whether to all, or half, or some se- 
lected segments of American industry 


Public Hearings 


A second major part of the bill 
Section 4, provides for the type of 
notice, and for a public hearing. It 


it shall be the duty of the 
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Federal Trade Commission and the 
Attorney General to examine such 
corporation with respect to the rea- 
sons for and the justifiability of the 
proposed increase and to take testi- 
mony on the impact of such increase 
upon competition and the economy 
of the nation. At such hearing per- 
sons desiring to be heard may be 
allowed to appear and give testimony 
either for or against the proposed 
increase under rules to be prescribed 
by the Federal Trade Commission 
after consultation with and upon ap- 
proval of the Attorney General.” 

No time limit is set upon the 
hearings, nor are any limits fixed 
upon the number or type of witnesses 
who may testify. Presumably, protests 
may be lodged by competitors and 
dealers as well as by the _ public 
Apparently the hearings could con- 
tinue indefinitely—although after 30 
days the price increase may go into 
effect as provided in the earlier sec- 
tion 

The Price Notification bill would 
also give to the FTC and the Attorney 
General the same power to subpoena, 
by court order, witnesses, books, 
papers, and documents for such a 
public hearing as they now have 
under the Federal Trade Commission 
Act in cases involving unfair trade 
practices or other unlawful acts car- 
rying civil or criminal penalties 


Effects on Business 


Although this bill is apparently de- 
signed to break up “concentration” in 
large companies, it will have equal 
impact upon small business in nearly 
every line of commerce. Therefore, 
when a company is arbitrarily forced 
to delay a needed price increase, it 
may be expected to delay orders from 
thousands of small suppliers and dis- 
tributors. The delay may be expected 
to disrupt the plans of its smallest 
competitors—who may be in crucial 
need of a price adjustment but who 
are in no position to demand a higher 
price for their product than their 
better-known competitor 
e Would discourage changes—The 
bill would discourage design and 
quality changes. Price changes which 
are accompanied by such product 
changes may actually represent a 
price decrease in terms of value to 
the buyer. New products would have 
to be priced at a maximum. However, 
ill such intangible issues would be 
subject to challenge and debate by 
the government and opposition 

Price reductions would also’ be 
discouraged, for a company would 
be reluctant to reduce prices knowing 
it would have to face the ordeal of 
a public hearing should it become 
necessary, later on, to restore some 


price or prices to the formes level 
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Concept in 


Motor Control 
BY 


FURNAS 
ELECTRIC 


This NEW outstanding line of 
Magnetic Starters features ad- 
vanced design to assure superior 
performance and longer life. 
It reduces parts inventory and 
provides quick and easy field 
modification. 


Thermal 


Assembly Overload Relay 


NEW Dual Voltage 110-220 NEW trip-free Thermal Over- 
38° oe load Relays—manual or aut 

or 220-440 Volt Coil reconnect- eer rm 5 Third o — 
. é Ss 1 ‘ 

able on the job. Magnet features an kit pes 


just one moving part. 


overload re 
can be easily added in 
the field. 


Contact ! Modification 
Block 


N EW non - tracking Contact NEW Modification Kits in 
Block is impact resistant. Com- / clude push button, selector 
pletely visible and front remov- switch, pilot light, and third 
able silver-cadmium oxide con- overload relay 

tacts. } 


WRITE TODAY FOR FREE 


COLOR BULLETIN 14-Bl, featuring Magneti 
Starters through 400 bp. 1069 McKee Stree 


Batavia, Ulinois. 


FURNAS ELECTRIC COMPANY 


BATAVIA, ILLINOIS 


SALES REPRESENTATIVES IN ALL PRINCIPAL CITIES 








—~ 


—_——— 


Bo 
o 213-9NE 


S— 
Quality pliers for 
industrial use 


*Pat. applied for 


When it comes to pliers, you serve 
your customers best with Klein, the 
finest in quality “‘since 1857.” 

The Klein line is complete—with 
the right size and style for every job, 
each designed to do that job better 
and to give lasting service. 

Electrical workers everywhere 
know Kleins; so your sales are made 
easier when the pliers you carry have 
the Klein trade-mark. 


Check your stocks now. Make sure 
they include an adequate assortment 
of Klein side cutters, long nose and 
oblique cutters. 


Klein Pocket Tool Guide 


If you do not have your free 
copy of the Klein Pocket Tool 
Guide, write for it today. 


ASK YOUR SUPPLIER 
Foreign Distributor 
International Standard Electric Corp 


New York 
t\ & Sons 
came BBA 
HICA $5. ILLINOIS 


Weick KL 
 Kstabaded 1457 
y Mc 


RMICK ROAD © 











EEI Convention: 





Industry Problems Discussed 


Prospects and challenges facing the growth of the industry 


discussed; ''Electric Power for a Strong America," theme 


of convention. 


ORE THAN 2,300 members of 
M the electrical industry who re- 
cently attended the 27th An- 
nual Edison Electric Institute conven- 
tion in New Orleans, heard outstand- 
ing speakers in their fields discuss a 
wide range of prospects and chal- 
lenges facing the industry. 
Among the subjects treated 
atomic power, system design for the 
future, financing requirements, pricing 
policies, sales programs, important 
aspects of the Russian problem, gov- 
ernment competition, inflation, and 
the need for greater public under- 
standing of the American economic 
system in general and the 
power industry in particular. 
e U.S. Electric Power Leader—One 
of the noted speakers at the occasion 
was J. E. Corette, former president 
of the institute, who anticipated the 
United States would increase its lead 
substantially in the field of 
power within the next ten years 
Corette attributed the growth to elec 
tric industry expansion plans 
By 1968, the institute spokesman 
said, the electric utility industry will 
have about doubled its generating 
capability and annual production of 
power. Corette anticipated more than 
1.3 trillion kwhs will be produced in 
1968 while gross plant of the elec- 
tric companies should more than 
double, reaching $86 billion 
Regarding U.S. power supply in 


were 


electric 


electric 


comparison with Russia, Corette said 
“that the United States is far ahead 
in electricity supply, and that there is 
no evidence that the Russians will 
catch up in the foreseeable future.” 

Latest reports indicate, according to 
Corette, the United States leads Russia 
by 98 million kw of generating capac- 
itv. By 1956, “our lead will have in- 
creased to 142 million kw.” In per 
capita production of electricity, Russia 
is about 20 years behind the U:S., he 
pointed out 


Seven-Point Program 


In order to add stability to the 
growth of the electric industry, Cor- 
ette proposed a seven-point program, 
including: continuance of the best 
possible service to electric customers; 
employment in the electric industry of 
the most capable people available in 
every field of endeavor; a step-up in 
the activities of industry advertising 
and public relations programs; de- 
velopment of a major economic ed- 
ucation program; increased and active 
interest in politics at all levels; en 
couragement of interest and support 
from other citizens; and agg 
and courageous opposition to “gov- 
ernment ownership in every field of 
business and unnecessary government 
controls and activities.” 

In keeping in line with the subject 
the rroblems and opportunities of the 


gressive 





Enjoying the cool breezes of electric fans 
is the “cool cucumber” pictured above 
Actually the scene is the display window 
of the Martin Electric Co., Waynesville. 
N.C., this year’s first prize winner in the 


National Electrical Manufacturers As 

sociation electric fan contest. The top 

prize of a $1,000 U.S. Savings Bond was 

won by Fred E. Martin, Jr., who de 
i inning displa 


signea the, w 
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electrical industry, Mark W. Cresap, 
Jr., president of Westinghouse Elec- 
tric Corp., said “our problems have 
never been so serious—and our op- 
portunities have never been so great.” 

Supporting Corette’s forecast of 
the future growth of the electric in- 
dustry, Cresap said that within the 
next ten years we will attain such a 
standard of living as to require 170% 
increase in the use of electricity for 
each hour of human effort consumed 
in manufacturing. Residential custo- 


mers, he said, 10 years from now, 
will use an average of more than 
6.850 kwhs per year as compared 


with 3,366 this past year. The com- 
mercial load will make similar strides, 
he added 


Big Problem—inflation 


Ihere is one outstanding problem 
that could darken the outlook for the 
future, Cresap told the convention 
audience. That big problem is infla- 
tion, and its inevitable consequences 

Observation of the problem, ac- 
cording to Cresap, shows that the 
cure for inflation may be complex, 
but the cause of it is quite clear 
“We have been distributing the fruits 
of our production faster than we have 
been earning them. We have been 
raising wages faster than we have 
been raising productive efficiency,” 
Cresap stated. 


Prices 


In the electrical equipment and 
apparatus field, the Westinghouse ex- 
ecutive the price line has been 
held on those products which con- 
tain the greatest amount of mechaniza- 
tion. He added, however, that it be- 
comes increasingly difficult to do so 


said, 


as the labor content of the finished 
product increases. 

Turbine generators, power trans- 
formers, switchgear, power circuit 


breakers, require thousands of hours 
of design and production time, most 
of them requiring high skills, he said 
Moreover, he added, as the machine 
becomes more complex, it requires 
ever-increasing amounts of labor per 
unit. 

But even in spite of this, Cresap 
stated, prices of the “so-called” heavy 
apparatus have risen considerably less 
than have the other items bought for 
expanding electrical industry 
items include land, buildings, wire 
and cable. According to reports, he 
added, the increase in price of these 
products since 1939 is exactly 47 per 
cent more than the increase of heavy 
electrical apparatus and equipment. 

As a representative of the elec- 
trical industry, Cresap suggested that 
the problem of increasing inflation 
be dealt with forcefully with the two 


such 
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basic factors of the inflationary equa- 
tion: acceleration of the upward trend 
of productivity, and continued resist- 
ance to wage increases exceeding the 
rise in productivity. 

Cresap pointed out that joint pro- 
motion is the key means to boost 
the rate of productivity increase. 

In concluding his address to con- 
vention listeners, the corporation head 
said in the final analysis the outcome 
of these efforts is dependent on a 
solution of the overriding domestic 
problem of our time—inflation, and 
the evils that accompany it. 


NEWS 


Private Construction 
May Regain Lead 


New York—Private construction, 
stepped up by increased industrial 
building, may overtake public con- 
struction this fall to recapture the 
lead lost three years ago, reports say. 
Private contract awards during the 
first five months of 1959 shot up to 
$4.6 million, 16 per cent over 1958. 
They accounted for 49 per cent of 
all construction contracts awarded, 
compared with 40 per cent in 1958, 
and 47 per cent in 1957. 


Two Elected To 
NAED Membership 


New York—The Brown Supply 
Co. of St. Louis has been elected to 
membership in the National Associa- 
tion of Electrical Distributors. Nor- 
man S. Brown is president of the 
company. Also elected to NAED 
membership is the Glens Falls Elec- 
tric Supply Co., Inc., of Glens Falls, 
N.Y. M. M. Yaffee is president of the 
company which also maintains two 
branches: Dorp Electric Supply Corp.., 
Schenectady, and Clinton’ Electric 
Supply Corp., Plattsburgh, N.Y. 


Railroads Sold On 
Electrical Products 


Chicago—The _ nation’s railroads 
spent more than $86 million for elec- 
trical products in 1958, it has been 
disclosed. It has also been pointed out 
that the railroads’ electrical product 
purchases in 1958 were $40 million 
less than in 1957, which is said to 
reflect sharp 1958 declines in rail 
traffic and revenues 


GE, Westinghouse 
Cut Turbine Prices 


Lester, Pa.—Westinghouse  Elec- 
tric Corp. has anounced a price de- 
crease for steam turbine generators 
following turbine price cuts made by 
General Electric Co. Westinghouse 
also anounced plans to spend $25,- 
000,000 expanding turbine production 


facilities 
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Purchasing Agents 
Predict Price Rise 


New York—The nation’s purchas- 
ing agents have joined the growing 
list of experts who predict a con- 
tinued rise in prices during the second 
half of 1959, reports Purchasing 
Week, a McGraw-Hill publication 
Eleven per cent of the buyers polled 
by the magazine expect prices to re- 
main stable. Thirty-two per cent pre- 
dict an increase of up to two per 
cent; forty-eight per cent feel prices 
will rise from two-to-four per cent; 
nine per cent think the increase will 
be still higher Steel is labelled the 
product most likely to cost more dur 
ing the second half of the year 


Sylvania Moves 
Executive Offices 


New York Sylvania Electric 
Products Inc. has moved its execu 
tive offices and several corporate 
staff departments to the new General 
Telephone Building at 730 Third 
Ave., New York City. Sylvania is a 
subsidiary of General Telephone and 
Electronics Corp., which has also 
moved its headquarters into the new 
building. 

However, the electric products firm 
will retain two floors at its former 
address, 1740 Broadway, in this city 
for advertising, marketing research, 
electronic tube sales, photolamp sales 
and several lighting sales groups, a 


report says 


Russia Plans To Be 
Top Aluminum Producer 


New York—Russia’s expectation is 
to become the world’s top aluminum 
producer by 1965 by a process which 
extracts alumina from nepheline and 
with rapid electric power develop- 
ment, reports Engineering and Min- 
ing Journal, a McGraw-Hill publica- 
tion. The Soviets hope production 
will reach 3,352,860 metric tons by 
1965—a scheduled increase in their 
aluminum industry by 2.8 times. At 
present, the U.S. has facilities for 
producing 2,209,250 short tons of 


aluminum. 


Prices Reduced On Out- 
Door Lighting Equipment 
Cleveland—Price reductions of 5 
to 15% on a number of incandescent 
and mercury street lighting units and 
mercury ballast manufactured by 
Westinghouse Electric Corp. have 
been announced. Improved produc 
tion methods and new equipment now 
in use at the lighting division plant 
have made these reductions possible, 


a spokesman said 
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Viewing Electric Heating 


Continued from page 52 


be spent on more profitable things.” 

There are, however, distributors 
who take part in promotion, regard- 
less of the rates. Their reason? “You 
can’t expect to have all the trees cut 
down in front of you when you're 
exploring new territory and blazing a 
new trail. The harder you swing the 
ax of promotion, the sooner the trees 
will fall and the territory will open 
up. People will accept it, from the 
consumer right up to the power com- 
pany. 

Here’s how some of the other elec- 
trical wholesalers are pushing electric 
heat around the nation: 

James §. Hunt, Electric Supply, 
Inc., High Point, N.C.: “A year ago 
we threw a big dinner for contractors 
at which appeared manufacturers’ 
men to show slides on electric heat. 
That’s when we started promoting. 
Since then, we’ve trained our sales- 
men on all its aspects; advertised 
through dealers in newspapers; held 
sales meetings and contacted con- 
tractors each week, trying to get them 
to talk up electric heat among build- 
ers and homeowners. Soon we will 
hire a specialist to answer all inquiries 
about electric heat. 

“What are the results? recently, the 
power company in this area started 
promoting it and helping the electri- 
cal distributor out in his sales. We've 
sold the equipment for electric heat- 
ing in 10 houses over the last 60 
days. By the end of this year sales in 
electric heating should triple. Next 
year, I expect it to be 10% of our 
total sales.” 

Ken Vanborg, Revere Electric Sup- 
ply Co., Chicago, Ill.: “We're con- 
tacting architects, trying to get elec- 
tric heat specified, getting their con- 
tractors to go to power company 
schools and in general, staying as 
close to the thing as we can.” 

Other methods of promotion em- 
ployed by distributors are: direct mail 
campaigns directed at the contractor; 
educational schools for distributors 
and electrical contractors; coopera- 
tive advertising; radio and TV ads; 
prepared booklets on electric heat; 
literature hand-outs and _ envelope 
stuffers. 

Jack Reilly, Madison Electric Co., 
Detroit, Mich.: “We are continually 
advertising in the Detroit daily news- 
papers with a group of about 20 con- 
tractors and we're paying 50% of the 
cost of local newspaper advertising 
by home town contractors, plus half 
the cost of electric heating booths in 
home shows and local fairs.” 

A. J. Crocker, Advance Electric 
Co., Flint, Mich.: “We've spent a good 
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deal on advertising, promoted exten- 
sively at the Flint Builder’s Show and 
have had a specialist on our staff for 
the last year who is trained in all as- 
pects of electric heating.” 

One distributor in the New Eng- 
land states, says that his sales in elec 
tric heat have jumped 100% in the 
past year due to aggressive promotion 
that combined advertising, direct mail 
educational meetings for their own 
salesmen and contractors and attend 
ing public utility meetings. 

4 New York distributor remarks 
‘you've got to keep slugging and 
pounding away with promotion so you 
can educate the public and create 
demand. That’s one of the best ways 
to get the utility to lower its rates 
Once that happens, half the selling 
job is done and two of the biggest 


problems are licked 
Ten Years From Now .. 


What will the electric heating mat 
ket be like in 1969? Almost unani 
mously, electrical wholesalers agree 


that they haven't scratched the sur 


face in electric heat where under 
neath, there’s tremendous growth 
Predictions by distributors indicate 


that the market could be double or 
thousand times what it is now—in 
any event they are saying the trend 
S upward and presents a wonderful 
Opportunity 

As the costs of other types | 
heating go up,” one distributor states 
the electrical heating costs will tend 
to come together, giving more impet 
is to the electric heating market 

Another distributor claims that there 


vill be i Steady increase trom now 
n and “a sharp upsurge from 1965 
70 

Of course, rates are i big thing 


an electrical wholesaler remarked 


“It 
could be twenty times what it is now 


but that depends on whether or not 


the rates are lowered 

In Georgia, an electrical distribu 
tor believes that “in 20—not in 10 
vears—electric heat will out-str p all 
other types. There are already too 
many houses underway and too many 
on the boards with other methods of 
heat for us to figure we can pull 
ahead in the next 10 years 

James Puccio, Efengee Electric 
Supply Co., Chicago, Ill I 
tric heat market now, is like the 
fluorescent market was 30 years ago 
It will do a lot of growing if the, 
can bring it down to be competitivel 
riced with gas and oil 

Edward Anixter, Enelewood Ele 
tric Supply Co., Chicago, Il I think 
the electric heat market will be great 
in the next ten years (30 ot the 


home market), but first you've got 


Continued on page 100 
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Viewing Electric Heat... 


Continued from page 99 


to build up the confidence of our 
contractors in this thing.” 

C. O. Woodrome, Electrical Dis- 
tributors Inc., Los Angeles, Calif.: “I 
think gas heat will be as obsolete as 
the gas lamp in the next ten years.” 

Electrical distributors differ in theit 
opinions on how good the market 
will be by 1969. New homes, conver 
sions, apartment houses, and schools 
have been termed as excellent po- 
tential markets by one distributor o1 
another. Percentage predictions of 
how much of the market electric heat 
will garner ahead of the other types 
of heat ranges from 20% to infinity 





One Distributor’s Outiook ... 


Continued from page 53 


trical heating and plumbing contrac 
tors could handle all three jobs, but if 
they do, they've y to set up an 
electrical division or at least use an 


electrically trained mechanic 


One Drawback 


Womack says the only drawback to 
having electric heat and it’s not 
really a drawback’’) that it cannot 
be installed as a combination cooling 
and heating system. “But this is not a 
drawback to ri heat really,” 
insists Womack. “It is a drawback to a 
person who wi t nstall a com 
bination unit 

“But I believe 
and a cooling syster in be installed 
almost as cheaply a combination 
unit (the heat pump) 
engineering—and 
vantages of electr a ‘ 

Summing up ick says that 
although electric heat promises a 
wide horizon of comfo easy main- 
tenance, and le bi r the con 
sumer, the electrical distributors ha 
their work cut out for them. They 
be fighting other ty; f heating 
will have to keep plugging away, 
working with all co tion they 
can get from the r company, 


manufacturer and customers 
It's a matter of who yest sales 
man—and until electr heat catches 
on through merit lon the best 


salesman usually wit 





Loc al “uiiiil ra ,) é d important 
factor in electric heat sales. In a 
recent survey, NAED members were 
asked if their local ctric utilities 
have speciait powell ate for electri 
heatine, whether or not loa eculators 
are required. Here replies 


> j 


q ; f j 
6% have a special rate f do not 


74 
o require re 
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ET’S TALK PROFIT OPPORTUNITIES 
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offers ONE-TWO PROFIT PUNCH 


Complete Line of Low Voltage Control 
This new line of Size 0 to 4 Allis-Chalmers control 
includes a full range of standard, special design and 
accessory devices to meet the needs of most industrial, 
commercial and domestic motor control applications. 


Minimum Inventory Requirements 
Flexible, unitized design permits fast, inexpensive modifi- 
cation in the field, with minimum inventory requirements. 
In addition, fast delivery from regional warehouses and 
factory keeps your inventory requirements down. 
Unsurpassed Mechanical and Electrical Life 

Millions of “life test’? operations attest to quality of 
design and construction — guarantee your customers un- 
surpassed dependability and operating life. 

Complete Control Line 
With an Allis-Chalmers franchise, you have the advan- 
tage of a complete line of industrial control —low voltage 
equipment through Size 8, high voltage control, dc con- 
trol, special devices and control systems. 


Money-Making Franchising Practices 
Allis-Chalmers recognizes that offering a top quality 
product is only the foundation upon which maximum 
profits are built. That’s why an Allis-Chalmers franchise 
includes these additional profit-making advantages 

e Direct assistance in specialized sales and engineering 
applications 
Sales-producing product meetings in the field and at 
the factory for your salesmen 


Selective appointment policy 
Liberal exchange policy on stock product 


Continuous research and development to provide 
new products that stay ahead 

Sales promotion and national advertising designed 
for distributor sales impact 

Diversified line of electrical equipment from one sup 
plier — motors, transformers, regulators, unit sub 
stations, switchgear and circuit breakers 


Let’s talk it over. Profitable opportunities are still open. For informa 
tion, call your nearby A-C district office or write Allis-Chalmers 
Distributor Sales Promotion, Milwaukee 1, Wisconsin. 


ALLIS-CHALMERS 
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A MESSAGE TO AMERICAN 


Plan ’59 





INDUSTRY * ONE OF A SERIES 


To modernize now for growth and profits 


Goes Into High Gear 


In 1959, industry will spend more 
money than ever before to modernize its 
plant and equipment. But it is not spending 
enough to do the job that needs to be done. 

Manufacturing companies* now plan to spend 
a total of $24.5 billion on modernization in the 
four years 1959-1962. This will be enough to 
replace roughly 70% of the obsolete facilities 
that were on hand at the beginning of 1959. But 
it will still leave us far short of our goal. It 
would take several years, at a higher rate of 
investment than is now planned, to wipe out 
obsolescence and give the U. S. a truly modern 
industrial plant. 

These facts stand out from the 12th annual 
Survey of Business’ Plans for New Plants and 
Equipment just completed by the McGraw-Hill 
Department of Economics. This new survey 
shows that industry has made a remarkable start 
on the modernization job that a previous edi- 
torial in this series described as “the most ex- 
pensive task to be performed in America in this 
new year of 1959.” The full cost of moderniza- 
tion has been found by the McGraw-Hill Depart- 
ment of Economics to be $33.3 billion for manu- 
facturing, and $95 billion for all business. 

For the past several months, McGraw-Hill 
publications have been devoting special atten- 


tion to new developments in plant and equipment 


*Excluding petroleum refining, which is reported as part of 
the oil industry in the data discussed in this editorial 
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that offer opportunities for modernization. Our 
special effort to help industry in this regard has 
been called “Plan °59”: to modernize now for 
growth and profits. This editorial will summar- 
ize the progress made so far with “Plan 59” and 
point out some of the areas where business and 
public policies can do still more to accelerate 


the modernization drive. 


A Good Start 

Business investment in new plant au.u 
equipment has picked up sharply since the 
low point of the 1958 recession. Plans for 
1959 now show a 7‘c increase over 1958 
for total capital investment. And the in- 
crease in expenditures for modernization 
is much sharper. Moreover, companies al- 
ready have substantial plans for the years afte: 
1959. New orders for industrial machinery, 
which are a good index of modernization plans, 
also are running well ahead of last year. 

For the four-year period 1959-1962, manu- 
facturing companies expect, on the average, to 
devote 65% of their plant and equipment out- 
lays to modernization. This is the highest pro- 
portion reported in a McGraw-Hill survey since 
1950. In dollar terms, manufacturing companies 
plan to spend $24.5 billion on modernization 
during the next four years. 

This is an impressive figure, but it does not 


look so large when compared with the total need 
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for modernization in manufacturing industries. 
As noted above, a previous McGraw-Hill study 
(conducted in August 1958) found that it would 
cost almost $35 billion to replace all the facili- 
ties that manufacturing companies then consid- 
ered obsolete. Thus, present plans for moderni- 
zation are enough to wipe out only 70% of the 
backlog of obsolete facilities by 1962—and this 
makes no allowance for the additional facilities 
that will be made obsolete by new machines and 
new processes introduced during the next four 
years. When these new developments are con- 
sidered, present plans for spending may repre- 
sent only half the job that will actually need to 


be done. 


How To Accelerate 

What can be done to accelerate the drive to 
modernize our industrial plant and equipment? 
Two of the greatest aids would be: 

(1) Improve present provisions under 
the tax law for depreciation, to help indus- 
try retain more of the money it needs to 
carry out this massive job of moderniza- 
tion; 

(2) Contain inflation, to preserve the 
purchasing power of the money industry 
sets aside to replace obsolete facilities. 

At first glance, the supply of funds from de- 
preciation allowances appears to be more than 
adequate. For manufacturing as a whole, de- 
preciation allowances—the primary source of 
cash for modernization — will total $8.3 billion 
in 1959, compared with present modernization 
plans of $6.4 billion. Thus some extra funds will 
be available to support a further step-up in mod- 
ernization in 1960. 

Unfortunately, however, these depreciation 
funds are not evenly distributed from industry 
to industry, or from company to company. For 
example, in several of the metalworking indus- 
tries, the prospective flow of cash from depreci- 
ation during the next four years is much less 
adequate than for manufacturing as a whole. 
These are industries with relatively large mod- 
ernization backlogs, and they also are industries 
made up mostly of small or medium-size com- 
panies that have difficulty tapping the public 


money market. 


Asa result of these industry and company dif- 
ferences, there are many individual cases where 
shortages of funds limit the amounts of mod- 
ernization now planned. In the McGraw-Hill sur- 
vey, nearly half of all companies participating 
said that they would spend more on new plants 
and equipment if the depreciation allowances 


permitted by the tax law were increased sub- 


stantially over the next few years. Most of these 
were relatively small companies. Their answers 
suggest that revision of the tax rules on depreci- 
ation should receive the most careful consid- 
eration as a spur to faster modernization. 

The problem is complicated also by the threat 
of further increases in the national price level, 
which would necessarily include prices of capi- 
tal goods. If “creeping inflation” resumes its 
march during the next four years, depreciation 
allowances based on present costs will be much 
less adequate for future needs. This points up 
the importance of national economic policies to 
maintain price stability. Unless this can be main- 
tained, industry’s dollars will not go far enough 
to do the modernization job that is needed. 


Plan ’59 Carries On 


Industry’s drive to modernize is now 
well underway. It can make a key contri- 
bution to our national strength and pros- 
perity in 1959 and the years ahead. But 
the biggest part of this job is before us. It 
is up to the policy makers — in both busi- 
ness and government —to see that the job 
is done. 





This message was prepared by the McGraw- 
Hill Department of Economics as part of our 
company-wide effort to report on opportunities 
for modernization in industry. Permission is 
freely extended to newspapers, groups or in- 
dividuals to quote or reprint all or part of 


the text. 


Aeuscta OucGrerm— 
PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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G-E silent mercury switches are available witt r without lighted handle 


Time-tested G-E Mercury Switches are 
velvet-smooth and completely silent 


Silent operation is just one of the features that your = capacity 

customers appreciate in G-E silent mercury loads. T] 

switches. You’ll also get credit for supplying the 

smoothest-working switch they’ve ever installed . 

a switch, too, that can be relied on for year after time. 

year of dependable service To make more m« 
10A-125V T-rating and 15A-120V AC-rating devices the 

make G-E mercury switches ideal for frequent happy. General 

ON-OFF applications. They may be used to full rated Department, Pro 
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AND REWIND 
your own 


wire and cable 


FOOTAGE METER 


* New Advanced Design Measures 
Wire from Vg” to 13%,” O.D. 


REWIND MACHINE 


* Hydraulic Jack permits safe, easy 
lifting of reel, 
Yo, %, 1, 1% & S-h.p. drives. 


* Both Coiling & Reeling with only 
one rewinding machine, 
ALSO AVAILABLE: 
* Variable Speed 10-70 RPM 


* Collapsible Coiling Reel 
* Shaftless Rewind Machine 


Looking For Electric Heat Markets? 


oa:e, 


t ‘ 
ey 














Write to 


COLUMBIA PRODUCTS, INC. 


WRIGHTSVILLE 3, PENNSYLVANIA 








NL Cy.\/ bed 


‘eae 


MOTORING along the Kansas Turnpike this fall autoists will approach the above 
pictured toll plaza where they will receive a warm greeting from toll attendants 
enjoying the comfort of electrically heated toll booths 


Electrically Heated Toll Booths 


Toll attendants on the Kansas Turnpike now have the con- 
venience of electrically heated toll booths. 


OTORISTS traveling on the 
Kansas Turnpike will receive 
a warm greeting from toll at- 
tendants this fall when they stop to 
pay tolls at the turnpike’s toll booths. 

Reason? Fourteen electric unit heat- 
ers, distributed by Glasco Electric Co., 
Kansas City and manufactured by Ilg 
Electric Ventilating Co., Chicago, have 
been installed in turnpike toll booths 
to provide comfortable heating for the 
attendants. 

The application of electric heating 
units in the toll booths is believed to 
be the first application of electric 
heating in turnpike use. 

e Installation—The heaters are 7! 
kw units, and have been installed un- 
der the toll booth’s change desk 
where they cannot interfere with the 
operation of the toll collectors. Ad- 
justable air deflection louvers permit 
the attendants to adjust the warm air 
flow to satisfy personal requirements. 

The units are equipped with a man- 
ual reset thermal-cutout switch and a 
built-in fan thermostat. Operation of 
the fan is delayed until the heating 
element reaches desired temperature 
Fan operation continues after turning 
off heating element until the tempera- 


ture of the element drops below warm- 
ing level, thus assuring that only warm 
air is circulated by the unit at all 
times. 

© Operation—The heater elements op- 
erate on 480-v, 3 phases, 60 cycles, 
and the fan motor on 115-v, 1 phase, 


60 cycles. 


INTERIOR of Kansas Turnpike toll 
booth shows how electric heater tucks 
away neatly inside toll booth desk. Re 
turn air passes through grille in top of 
desk pictured above 
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Shown here: GE4028-2. Also available w 


Every feature you’ve asked for is built into 
this de luxe grade T-slot outlet 


GE4028-2 double outlet has back-wired, clamp-type 
terminals that permit quick connections of one or 
two conductors, sizes No. 14, 12 or 10 Awg, to any 
of the four terminals. It has break-off links between 
terminals, making it convertible to separate feed 
and or separate ground, if desired. Wi 
Other features include heavy molded base; plated lat save them time and t 
mounting strap that passes through the device and Company, Wiring Device Departn 
is clamped firmly between face and base from end 7, Rhode Island 


Klect t t & M 


Progress /s Our Most /mportant Product 


GENERAL GQ ELECTRIC 








REYNOLDS ALUMINU 


Electrical Rigid Conduit 


lightweight! non-corrosive! . 


competitive in cost! 


Reynolds Aluminum Electrical Rigid Conduit cuts both 
installation and maintenance costs. Weighing approximately 
two-thirds less than steel conduit, aluminum conduit is 
easier to handle, faster to install. No special tools or equip- 
ment are required. Bending is easier because aluminum 
“sets’’—less spring back. 

Aluminum conduit can’t rust—ever. This means no re- 
placement worries due to rust—no periodic protective main- 
tenance problems—no rust on walls or surrounding fixtures 
—no rusting of threads. Aluminum conduit is also corro- 
sion-resistant to water, weather and most industrial atmos- 
pheres. Aluminum conduit is non-magnetic. Voltage drop is 
reduced—longer conduit runs or smaller conductors are 
possible. Aluminum conduit won’t spark from accidental 
contact blows from hard objects—excellent for use in in- 
flammable areas and atmospheres. 


a For more information 
The Finest Products and names of Reynolds Aluminum Elec- 


Made with Aluminum trical Rigid Conduit outlets, cail your 
nearby Reynolds Sales Office or write 


Reynolds Metals Company, Box 2346-EC, 
are made with Richmond 18, Virginia. 


REYNOLQS & ALUMINUM Also write for descriptive brochure 


Watch Reynolds TV show—‘*‘WALT DISNEY PRESENTS''— every week on ABC-TV. 





Appeal To Curb 
“List Price’’ Abuse 


NEW YORK, N.Y.—Kenneth B. 
Willson, president of the National 
Better Business Bureau has issued an 
appeal to manufacturers to abandon 
use of “list prices” which do not co- 
incide with the going prices in the 
area or areas used. 

In supporting the position which 
the Federal Trade Commission has 
taken on the propriety of using “list 
prices” in advertising, Willson stated: 

“Unless a manufacturer is assured 
that his product will be sold at a 
‘list price’ in the regular and usual 
course of business, in the area or 
areas in which it is advertised, NBBB 
respectfully recommends to manu- 
facturers that the terms ‘list price,’ 
‘manufacturer’s list price,’ and terms 
of similar import be avoided in na- 
tional advertising and in advertising 
supplied to distributors and dealers 
or in any other form which may 
reach the public.” 


1958 Fire Loss 
Report Released 


BOSTON—The National Fire Pro- 
tection Association has released the 
1958 statistics on property loss caused 
by fire damage. 

According to the report, industry 
made the greatest stride in reducing 
losses from major fires. The number 
of industrial plants involved dropped 
from 125 in 1957 to 85 in the past 
year, with a reduction of almost $42.- 
500,000 in dollar cost. The 1958 loss 
was $52,260,000. 

In the record of all major building 
fires of 1958—those with individual 
losses of $250,000 or more—U.S. and 
Canadian industry was the biggest 
loser. Destruction or severe damage 
to 85 plants cost more than $52,000,- 
000, the report said 

Other major industrial losses in 
1958—an oil refinery, gas storage 
facilities, gas and power transmission 
lines, and a huge power transformer 

totalled about $10,700,000, accord- 
ing to the report 


Executive Offices 
To Be Moved 
LOUISVILLE, KY Thomas In- 


dustries Inc. plans to move its com- 
pany headquarters in this city from 
410 Third St. to 207 East Broadway. 
The move is scheduled to take place 
September Ist. The new headquarters 
will be a two-story building which 
will provide 17,000 sq. ft. of office 
space and 8,500 sq. ft. of basement 


storage space 
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GE5191-2 heavy-duty 20-amp switch with plate re ws sturdy construction 


Large contacts and special leverage mechanism 
assure positive action and long life 


~* 11 


20A-125V T; 20A-250V; 1 HP at 125V AC; I 


This rugged General Electric 20-amp flush tumbler 


switch is specially made for heavy-duty industrial HP at 250V AC. Single pole, d 


and commercial installations. brown or ivory handles and Ik 
It has a sturdy housing and strong strap that in 30-amp series 


won’t bend — large contact areas and special ‘‘kick- To make more money, show « 


electrical men the complete 


ices. The 


off’ feature in the mechanism, for positive, easy, 
back wiring grade G-E device 


long-lasting operation — clamp-type 
pressure terminals and captive mounting screws, last longer. General Elec 
for easier installation. Device Department, Provide 


(Note: Your customers will be reading a sin i ad Electrical ( truct & Ma 
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Octagon Outlet Boxes and Covers 


Bar Hangers and Bar Box Combinations 


Square Outlet Boxes and Covers 


Handy Boxes 
and Covers 








It pays to figure on 


KEYSTONE 


OUTLET BOXES AND 
SWITCH BOXES 


Non-Gangable Switch Boxes 








Keystone Outlet Boxes and Switch Boxes are 
loaded with extras! BX and Romex clamps 
are pre-assembled for easy pulling of wires, 
knockouts come out fast, and tapped holes 
are extruded to eliminate stripping of threads. 


What's more, they come in all sizes, shapes 
and types—and they’re stocked at regional 
warehouses coast-to-coast, for immediate 
delivery—wherever you are! 


Keystone Quality line of wiring 
installation equipment. Send for 
your free set today! 


fs a eed 
3 NEW CATALOGS—contain {i r 
complete information on the entire : i/ 


we 
[KEYSTONE MFG. CO. 


23348 Sherwood St. « Warren, Mich. 
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NAED Reports to 


the Industry 





HITEFACE INN, site of the forth- 

coming Ist annual NAED East- 

ern Region convention, will be 
filled to capacity with NAED mem- 
bers from New England to Ohio to 
Virginia. Also in attendance will be 
the top executives from most of the 
major electrical manufacturers all 
over the country who were invited by 
Eastern Region NAED members to 
participate in this first Eastern Region 
convention, 

The dates are August 30 to Sep- 
tember 2, 1959. Whiteface Inn is lo- 
cated on Lake Placid, in northeastern 
New York State. It will be completely 
given over to this NAED regional 
meeting and it can accommodate a 
total of 450 people. 

Participation on the part of electri- 
cal manufacturers at this Eastern Re- 
gion NAED convention is by invita- 
tion only. The members of the region 
advise NAED headquarters of those 
manufacturers they personally would 
like to see attend the meeting. Head- 
quarters, in turn, invites those man- 
ufacturers selected by the members. It 
is estimated that close to 150 manu- 
facturer executives will attend this 
meeting—and a like number of NAED 
members. Approximately 75 per cent 
of those attending this Eastern Region 
convention plan to bring their ladies, 
for which a full program is planned 
for their entertainment and enjoy- 
ment. 

Ihe program for the Eastern Re- 
gion convention starts officially on 
Sunday, August 30th, with registration 
beginning at 1:00 P.M. At 6:30 that 
evening a welcoming cocktail party 
will be given for members and guests. 

On Monday morning, between 
9:30 and 12:00 noon, there will be 
separate closed meetings for members 
from Zones 1, 2, 3 and 5—the zones 
that go to make up the Eastern Re- 
gion. These zones include all of New 
England (Zone 1); New York and 
northern New Jersey (Zone 2); east- 
ern Pennsylvania, Maryland, Dela- 
ware, southern New Jersey, District 
of Columbia and Virginia (Zone 3); 
and Ohio, western Pennsylvania and 
West Virginia. 

The afternoon of August 31st will 
be given over to the First Annual 
Eastern golf tournament. Later on in 
the evening (at 6:00 P.M.), there will 
be an old-fashioned Country Party 
with cocktails, buffet and dance for 
everybody in attendance. 

Tuesday morning, September Ist, 
will be the start of the Eastern Re- 
gion convention sessions for members 
and guests. A complete program of 
speakers and presentations and dis- 


cussions is planned for this session 
and the one on Wednesday morning, 
September 2nd. 

On Tuesday afternoon the Eastern 
Region golf tournament will be con- 
tinued and final scores submitted to 
the pro that evening. At 7:30 P.M. 
on Tuesday the Eastern Region ban- 
quet will be held and, following this, 
awarding of golf prizes and enter- 
tainment. 

The Eastern Region convention will 
adjourn on Wednesday, September 
2nd, immediately following the morn- 
ing convention session. 

This Eastern Region NAED con- 
vention will be patterned after the 
very successful Southern Region con- 
vention held last fall in Mississippi. 
The same basic format will be used 
for this forthcoming convention, with 
the attention of the manufacturer 
guests turned to the problems of East- 
ern Region NAED members. 

The manufacturers who will attend 
this Eastern Region convention are 
going to Whiteface Inn with one pur- 
pose in mind—to give their undivided 
attention to the advice, purposes and 
problems of Eastern Region mem- 
bers of NAED. These same manufac- 
turers who had attended the Southern 
Region convention last fall are anx- 
ious to be a part of regional meeting 
of this type because they give them 
the opportunity to meet with more of 
their distributors in each section of the 
country, which they cannot do at a 
large national convention. 

At the NAED Southern Region con- 
vention, which was the association’s 
first venture into regional type meet- 
ings east of the Rockies (the Western 
Region of NAED has traditionally 
held its own separate convention for 
members in the eight western states, 
their latest planned for September 20- 
23, 1959, at Santa Barbara, California) 
there were over 100 top manufac- 
turers in attendance. These manufac- 
turers, to a man, solidly endorsed the 
principle behind this meeting and 
thought the program and activities 
taking place at this Southern Region 
meeting were most productive and 
profitable. 

This same program is in the works 
for the Eastern Region convention 
at the end of this month. 





The purpose of this report is to 
keep our 12,000-plus readers ap- 
prised on NAED’s program of 
service to members and the in- 
dustry. Prepared by NAED’s 
staff, it presents the association’s 
thinking on many subjects. 
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In specification grade, intermediate grade, competitive grade, General Electric offers a complete line 


New General Electric devices provide all the 
_ quality features that you appreciate 


1 


Only General Electric gives you so many of the time and a release mechani 
savers and new ideas that you and your customers G-E devices have g, 
have been looking for, in a complete line of more mounting screws, held capti' 
than 1500 dependable, competitively-priced wiring ‘‘through” straps that hol 
devices. heavy-duty devices that lea 
Features include easy-to-wire, screwless Pres- Call your General Electri 
sure-Lock* terminals in many types of G-E wiring today ... or write to General 
devices with extra-large holes that accept two Wiring Device Department, 
wires or a loop, for quick carry-through wiring Island 


(Note: Your customers will be reading a similar ac Electrica et & Ma 
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pres-SURE Romex Connector™ 


No other Romex Connector gives you 
all these important advantages .. . 
LOWER INSTALLED COST — Save 
up to 2-minutes installation time per 
connector. On-the-job experience has 
shown that installed costs are lower 
than conventional connectors, — re- 
gardless of connector cost, 


Save Valuable Space, Too! 


MORE ROOM FOR 
WIRING — Connector 
extends less than 3/64” 
into box. 
EASIER TO INSTALL — 
One quick simple squeeze 
with channel-lock or elec- 
trician’s pliers simultane- 
ously locks connector to 
cable and box. To install, 
merely insert cable in box knockout 
and slide connector over cable. No 
clamps, screws or lock nuts. 
QUICKER TO REMOVE—An equally 
quick and simple squeeze at 90-de- 
grees to installation “crimp” simultane- 
ously unlocks connector from cable 
and box, 
BETTER CABLE PROTECTION — Ex- 
tra large bearing surfaces distribute 
pressure on cable to minimize insula- 
tion abrasion. 
BETTER OVERALL PERFORMANCE 
—Exclusive “crimp-type” installation 
insures permanently-tight, vibration- 
proof connections of high tensile 
strength. No screws or nuts to work 
loose. Special high grade aluminum 
alloy can’t rust. 


%” trade size—fits standard 1/2” knockout. 
Approved for 14/2, 14/3, 12/2, 12/3 and 
smaller diameter). 
© (2) 12/2 or smalier Romex. 
e 12/2 or smaller UF. 
© 12/3 UF (by slightly pre-flattening 
connector). 
development (Patent 2527227). 
Write for samples and Bulletin EW-8 
ELECTRICAL PRODUCTS CORPORATION 
HILLSIDE NEW JERSEY 


= 10/2 non-metallic sheathed cable. 
“i %) Also adaptable for use on 
wy e Portable cords or 10/3 Romex (42” or 
*Catalog No. 1050—An exclusive Buchanan 


For More Solu 
Nore Coit-Couscious 
Cyslomers 

ck and Self 


pres-SURE Romex Connector 


Au dlusive Buchanan 


/rrodutl-uow beiug 
adueined (o coulsaclor, 
wbiulenauce wen aul 
GU WsOKs 


Chula Your Buchauau 
Kepuseulalive ov 

Jim JSohusou, 
Coucral Soles Mouager, 
al Hilbide, New See 


Copper: 


Tells How Copper 
Serves Industry 
Technologically the products of the 
copper and brass industry have al- 
ways been classified as essential, par- 
ticularly in regard to the electrical in- 
dustry. This view was expressed by 
Richard M. Stewart, president of the 
American Brass Company, at a re- 
cent convention at Pebble Beach, Cal- 
ifornia. 


Electrical Conductivity 


According to Stewart, in the his- 
tory of mankind, no other material 
as ever been which 
matches copper’s natural quality of 
conducting electricity and, apparent- 
ly there seems to be no substitute. 

Because of this unique quality, the 
electrical industry cannot live or ex- 
pand without copper, Stewart declar- 
ed. He said the growth of the in- 
dustry would not have been possible 
without this inherent quality in the 
mineral. 


discovered 


Corrosion Resistance 


Citing several examples of the cor- 
resistance of copper, Stewart 
indicated that in experimental work 
it was revealed that many materials 
would promptly destroy most other 
metals and yet have no harmful ef- 
fect on copper. 

The thousands of 
copper 1S 


rosive 


instances where 
successfully employed 
throughout industry for handling 
chemicals and other corrosive fluids, 
he said are ample proof that copper 
can be upon to handle the 
toughest corrosion problems. 


relied 


Thermal Conductivity 


Stewart cited as a third quality of 
copper, its thermal conductivity. In 
this connection, he said, copper may 
insure even distribution of heat, o1 
it may serve as the medium for the 
transfer of nuclear re- 
actor. 

He indicated that copper is a very 
versatile metal in that it works well 
with other metals by plating or al- 
loying and may be formed by virtu- 
ally any commercial includ- 
ing electrical disposition or impact 
extruding. 

e Demand—The American Bureau 
of Metal Statistics indicates that 
there has been a 50% increase in 
copper production in the Free World 
between 1950 and 1958, Stewart said 
He added, by 1962 this production 
will have increased over 15% more. 
In electronics or transportation, in 


energy in a 


process 
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the field of communications, in the 
peacetime use of nuclear energy, in 
medicine and agriculture, in residen- 
tial and commercial construction, and 
in the extension of the vast systems 
of highways, Stewart said, are many 
instances where copper and its alloys 
will become more important 
e Electrical Industry—In the elec- 
trical industry, he said, which seems 
to have no foreseeable end to its 
expansion, there are rapid advances 
that already signal dramatic changes 
in coil windings, in hollow liquid- 
cooled conductors, in the zirconium, 
chromium and tellurium coppers 
where new uses demand important 
changes in physical characteristics. 
Practically speaking, Stewart said, 
methods are being developed for the 
preservation of the color of our met- 
als; at improvements in the surfaces 
of our commercial materials to make 
them easier to use and less costly for 
the user; at the development of al- 
loys for application at the higher tem- 
perature levels; and at improved cor- 
rosion resistance. 





NEWS 





Distributor Receives 
Highest Portuguese Honor 


The Portuguese government has 
awarded Charles McKew Parr, presi- 
dent of Parr Electric Co., Inc., New 
ark, N.J. one of its highest honors 
Parr received recently in Washington, 
D.C., the insignia of the high rank of 
Commander of the Military Order of 
Christ, from the Portuguese ambassa- 
dor in the U.S 

Parr was commended for his writ 
ings of the history, culture and ac- 
complishments of the Portuguese peo- 


ple 


Distributors Among 
Academy of Lighting 
Arts Graduates 


MINEOLA, N.Y 
of Long Island distributing firms re 
adu- 
iting 


Eight members 


cently received certificates as 
ates of the Academy of I 
Arts. The certificates are awarded by 
the Long Island Lighting Co., for 
those completing a 12 week, 30 hour 
course in residential lighting. The 
graduates are: Harry Schulman and 
Herbert Hervey, Bay Shore Electric 
Supply Co., Bay Shore; Helen Gruber 
and Joseph Papaleo, Everglow Light- 
ing Fixture Co., Huntington Station; 
Leonard Forrest, Mid-Island Lighting 
Fixture Co., Mineola; Robert Lowell, 
Prompt Electric Supply Co., Hemp- 
stead; Larry Buckley, Smithtown 
Electric Inc., Smithtown; Seymour 
Chaskin, South Bay Electric Supply 
Co., Patchogue 


gr 
igt 
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CHASE 
Tapes 
ive 
ou 
full 
measure 
or 
your 
money! 


Guaranteed footage in every roll is 

just one of many advantages in your 
favor when you stock and sell Chase 
Friction, Rubber, Plastic, Neoprene 


and Butyl Tapes. Customers go for 


their high dielectric and tensile strength 


... lasting tack .. . and easy 
handling properties. Make sure 
they can get them. Lay in a 


supply now! 
PP!) 


Chase & Sons Inc. 
26 Spruce Street 
North Quincy, Mass. 
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Danny Distributor is a smart guy. 
He stocks many products, all 
contractors buy 
At a price that's so nice 
No one thinks of it twice 
And all of them come from one source 
of supply.* 


"“MIOGIESS, oF course 


) 
Pa 
+-~ ‘ 


| 
« ok 
_ | 
} a 


“Showcase of Tomorrow” 


chm do's 


Put yourself in the million-dollar 
replacement-fixture business with the 
DR-48-F Display, complete with 36 
All units 
are completely pre-wired, includ- 


assorted Progress fixtures. 


ing switches. Don't miss a sale! 


PROGRESS MANUFACTURING CO., INC. 
Dept. EW-8 Phila. 34, Pa. 


Please send me 
(_] complete information on DR-48-F 
] name of local distributor 


NAME 
COMPANY 


ADDRESS 





| contractor. 


Electric Heating Potpourri: 





Electric Heat Outlook Is Bright 


| Markets for electric heating are increasing rapidly, 
according to latest reports; here are some facts on the 
subject. 


ABOUT 3 million homes will have 
electric heating by 1969, predicts 


the Hotpoint Division of the General 


Electric Co. Hotpoint, according to 
a report, estimates that electric heat- 
ing installations in homes will increase 


an average 17 per cent for the next 
| ten years. 


The GE division points out the rea- 
son for the predicted increase in elec- 
tric heat installations as the initial 
savings a consumer can obtain. Hot- 
point estimates that a consumer can 
save $474 in “extras” by installing an 
electric heating system. According to 
Hotpoint, an electric heating system 
can be installed at equal or less cost 
than quality organic fuel heating 
systems 


Distributor’s Role 


Since electric heating systems, ac- 


| cording to reports, have to be sold 


initially through contractors, the dis- 
tributor must be fully supplied with 
the necessary materials needed by the 
The distributor who has 
available the necessary materials for 
electric heating and has it 
ready when the building or remodel- 
orders it, is on the 


systems, 


ing contractor 
bandwagon to increased 
tric heating manufacturers say. 

In order to stimulate electric heat- 
ing sales, the power companies are 
also jumping on the bandwagon by 
lowering rates. In Illinois, Common- 
wealth Edison Co. has helped the 
situation by lowering raies from 2 
cents to 1.5 cents per kwh. 

In the East, The New Jersey Power 
& Light Co. and the Jersey Central 
Power & Light Co. have introduced 
a 1.8 cent per kwh electric heating 


sales, elec- 


rate 

As the NAED has pointed out, 
ethical selling practices will be an im- 
portant factor in maintaining pres- 


| tige for the electric heating business. 


Many electrical distributors are at- 
tempting to establish definite whole- 
saling principles which can be incor- 
porated into well-defined policies for 
their organizations. 

It has been noted that 
tributors who do_ have 
policies of distribution should make 
these policies known, not only to their 


those dis- 


established 


customers, but also to their suppliers 


e Sales Training—lIt is evident that 
in order to meet the challenge of 
electric heating sales, the distributor 
must have salesmen skilled in this 
field. It has been suggested that dis- 
tributors train at least one of their 
salesmen as an electric heating spe- 
cialist who will be well-informed on 
the latest technical and promotional 
information and act as liaison § be- 
tween the manufacturer and the dis- 
tributor’s customers. As sales increase, 
the training of other salesmen should 
also increase. 
e Sales Promotion—Another useful 
tool that will enable the distributor 
to keep ahead in the electric heating 
market is the host of promotional ma- 
which are available to him. 
program is the “Live Bet- 
ter Electrically Medallion Home Pro- 
gram,” which can be used to sell 
electric heating to the “all-electric” 
home. On a local level there are also 
many promotional instruments—such 
as participation in trade shows, home 
shows, Open houses, and advertising. 

It is that the role of the 
electrical distributor is an important 
one in the future of electric heating 


terials 
One such 


obvious 


sales 


Utilities Role 


Though many distributors maintain 
that power rates for electric heating 
are high, the power companies them- 
selves have been trying to promote 
electric heating. Here are a few ex- 
amples of the utilities role: 

In July, 1958, the Commonwealth 
Edison Co. of Illinois put into ef- 
fect a new rate for residential 
tomers who install exclusively electric 
space heating facilities. This is 154 
kwh for use in excess of 
a month. According to the 

this is 30% below the 
residential 


cus- 


cents a 
500 kwhs 
company, 
present minimum average 
rate of 214 a kwh. 

At the beginning of 1958, there 
were 138 electric heating installations 
in Commonwealth Edison’s territory 
As a the new low rate, the 
company says, the number of installa- 
tions 839 at the year 
end 

The latest report Illinois 
power company says as of July 1. 
this year there were more than 3,000 


cents 


result of 


increased to 


from the 
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New R&M-Hunter Baseboard Unit 
Makes Electric Heating News 








ONLY 33 INCHES LONG, 13 INCHES HIGH, 3% INCHES DEEP 
Mounts against wall finish or may be recessed in stud space 


Best comfort results from combining 
features of Baseboard and Forced Air Heat 


The benefits of powered circulation plus 
the ideal system of lower level temper- 
ature control combine to produce lowest 
cost comfort. By recirculation of air 
concentrated in the lower three feet of 
the room—the yardstick zone—heat is 
directly utilized by the occupants of the 
room. There is no wasteful overheating 
of outer wall or ceiling surface to speed 
up the heat loss and needlessly increase 
the cost of heating. You use all of the 
heat you pay for. 





ditt 


—t a 












Diagram 
shows air flow 
pattern through unit 











Floor-Level Thermostat Guards Comfort. 
Cold air sinks to the floor immediately 
The R&M-Hunter Forced Air Baseboard 
knows the minute that a door or window 
has been opened and responds instantly 
Cold or cooling floor air is whisked into 
the unit by a quiet centrifugal blower. It 
is forced over the heating elements for 
fresh warmth and delivered directly into 
the “living zone”’ at comfortable tem- 
perature. Air is never super-heated so 
as to escape wastefully to the ceiling. 
Positive, powered control of circulation 
at low levels mixes the tempered air with 
room air immediately. Outer wall and 
window areas are kept at or near room 
temperature for economical operation 


SAFE SURFACE TEMPERATURES 


The big volume air circulation holds 
operating temperatures to a level that 
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is perfectly safe for little children. Each 
unit is equipped with an automatic safety 
thermal overload switch to prevent over- 
heating in case of any unforeseen block- 
age of air circulation. Will not discolor 
fabrics that can be ironed with ““medium 
heat” setting. 

Safe, Easy to Clean. Built-in safety 
switch automatically cuts off power to 
both blower and heating elements when 
front panel is removed. No need to 
throw master switch for periodic clean- 
ing. With front panel removed, all parts 
are easily accessible to blower attach- 


ELECTRIC HEAT GAINS 
WIDE APPROVAL 
Homes fully heated by electricity 


500,143 








372,219 
301,257 





Sept.1,1956 Sept.1,1957 Sept. 1, 1958 


Source: Electric Heat and Airconditioning 


ment of vacuum cleaner. Power con- 
nections are automatically restored when 


front panel is secured in position. 


Requires No Oiling. Sealed bearings with 
life-time lubrication eliminate mainte 
nance nuisance. No periodic oiling re- 
quired. Quiet, efficient blower operation 
assured at all times 


AUTOMATIC—DUCTLESS 
FORCED WARM AIR HEAT 
APPEALS TO BUILDER, HOMEOWNER 


Construction and operating economies 
are responsible for the widespread en- 
thusiastic acceptance of R&M-Hunter 
Forced Air Baseboard. The compact di- 
mensions save valuable floor space. No 
heating closets or chimneys required 
Eliminates bulky duct work. Limits the 
number of subcontractors involved in 


new construction 


OPERATING EFFICIENCY, 
“ZONE CONTROL” POPULAR 


With thermostat control in each room 
you completely eliminate that hard-to- 
heat room problem. It is never necessary 
to overheat one area of the home to 
achieve comfort in another. Individua 
rooms may be maintained at temper! 
atures best suited for the activity of that 
area without disturbing the temperature 
of other rooms 

A sudden change in wind direction or 
addition of sun heat through a window 
are immediately compensated for within 
the room where change occurs. This 
gives true operating economy, impossiblk 
to achieve with a single, centrally lo- 
cated thermostat 

Units are available with or without 
built-in thermostat. A single thermostat 
equipped unit will control two or more 
Forced Air Baseboard units in a singk 


room 


UNITS ARE IDEAL FOR 
COMMERCIAL BUILDINGS, TOO 


R&M-Hunter Forced Air Baseboard 
units available in sizes from 1,000 watts 
to 3,000 watts for residential use. Up to 
4.000 watts for use in schools, offices 
institutions 


MAIL COUPON TODAY FOR COMPLETE INFORMATION 


Hunter Division-Robbins & Myers, Inc. 


board Heater to: 


Nam 


ELECTRIC HEAT | as. 


/ 4 f/f 
4a Match loo 








2670 Frisco « Mempl 


s 14, Tennessee 


Please send complete data on your new Forced Air Electric Base 




















““OUR POLICY IS TO KEEP 
YOUR INVENTORY LOW..."’ 


“NOW... 
because of 
our advanced 
design, 
you need 
only stock 


3 SIZES of 


MADE INU S A 


WALL ANCHORS 
to fit ALL 
WALLS 

up to 

1%” thick” 


PROFITS 

“If you want HIGHER PROFITS with a rela- 

tively low investment then consider the 

Diamond Line . . . Sold only thru distribu- 

tors. Diamond Branches are strategically Carleton H, Bunker, 


located to give you fast local service, and representatives 


able to help you with inventory control. 


You'll do business with a progressive concern. The Wing- 
Ding Anchor, shown above, is one of several recent product 
improvements to speed up your stock turnover and meet 
your customers demands for modern cost saving anchors. 


Would you like a few free sample “WING-DINGS? Please ask me 
for them on your letterhead.” Carleton H. Bunker, President 


DIAMOND EXPANSION BOLT CO., INC. 
GARWOOD, NEW JERSEY 
BRANCHES: Atlania, Boston, Chicago, Dallas, Denver, Detroit, Los 


Angeles, New York, Philadelphia, Pittsburgh, San Francisco, Seattle, 
St. Louis, Washington, D. C., Montreal, Toronto, Vancouver, Canada. 





| 
| 
| 
| 


| 


| 
| 
| 
| 
| 
| 
| 





electrically heated homes and apart- 
ments completed or under construc- 
tion in its service area. 

In North Carolina, the Duke Power 
Co. is using the personal approach to 
sell electric heating. According to a 
company spokesman, the utility has 
23 well-trained residential represent- 
atives who spend all of their time on 
electric heat promotion. Their work 
is supplemented by 9 commercial rep- 
resentatives and close to 100 super- 
visors, he said. 

Each electric heating representative 
is supplied with a manual, “Residen- 
tial Electric Comfort Heating’. The 
power company refers to “Electric 
Comfort Heating” as baseboard units, 
ceiling and floor cables, and wall 
mounted panels. However, Duke Pow- 
er officials feel that the industry 
should adopt a standard name _ for 
this type of heating. 

In the Northwest, the Puget Sound 
Power & Light Co. has published a 
survey report on electric heat. Here 
is what the report says: 

“A year ago, oil was_ preferred 
over electricity for home heating by 
a 4 to 3 margin. Today, electric pow- 
er is preferred by a 4 to 3 count. In 
1958, electric house heating was 
thought to be better than gas heating 
for the home by a 2 to 1 margin. 
Today, the dominance of electric 
preference has risen to a 3 to 1 count.” 
e Selling Problems—What do elec- 
trical distributors consider to be their 
major problems in selling electric heat- 
ing? According to an NAED report, 
of those distributors who are active in 
this field, 67% mentioned particular 
problems which are inherent in the 
distribution of electric heating in their 
areas. Here is the breakdown of those 
particular problems: 

e 52% said that the electric pow- 
er rates in their areas are too high 
for consumer acceptance. 

e 30% indicated that lack of pro 
motion by their local utility is a 
major factor 

e 24% reported that a lack of 
interest and knowledge by local elec- 
trical contractors is an important 
factor. 

e 20% believe there is a_ great 
need for consumer education 

e 10% indicated that certain “un- 
orthodox” selling methods which exist 
in their areas are important problems. 

e 9% state that their salesmen 
need more training in order to sell 
electric heating 

e 7'2% reported that selling the 
need for proper insulation is greatly 
needed 

e 5% report a lack of interest 
by builders and/or architects 

e@ 1% report a consumer resist 
ance to high installation costs. 


ELECTRICAL WHOLESALING—August, 1959 





Hubbub... 


IN ROME’S ADVERTISING DEPARTMENT 


Typewriters manned by these adver 
tising specialists click off ads that 
help you sell Rome’s wire and cable 
products 

Ads that persuade, convince, edu 
cate, point out 

Ads that are exposed to over 
4,548,844 potential customers in a 
year 

If you have a sales problem that 
promotion can help overcome, tell 
it to the ““Man from Rome’’—your 
Rome Cable salesman. He’s your 
“direct line” to the people at Rome 
who work to help you seil! 


ROME CABLE 


cqoe*nregrkk a rtd ws 


4 MORE WAYS ROME CABLE 
SUPPORTS YOU 


_ INSPECTION. Rigid inspection rou 
tine assures quality products, helps 
you win customers’ confidence 


. RESEARCH. Constant research keeps 
you up on the latest developments, 
continually broadens the line 


. SERVICE. Rome salesmen will be 
glad to work hand in hand with 
your salesmen on unusual jobs 


. ENGINEERING. Rome engineers pro 
vide technical advice to help you 
help your customers 


MEET 
THE 
MAN 


WHO'S DEDICATED 
TO YOUR JOB 


your Rome Cable salesman 





unique a 
light-fastening tool 

focused on 
repeat business 


~ 


oo 
z Shure-Set 
1 
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WINCHESTER-WESTERN DIVISION 
BEREA ROAD 


r 
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This new and different Shure-Set® fastening tool 
is keyed to the high repeat volume of the booming 
construction market. Every carpenter, electrician, 
plumber and craftsman needs Shure-Set to fasten 
into concrete, mortar or building block... unique 
hammer-powered Shure-Set will bring customers 
back again and again for hundreds and thousands 
of specially-designed Shure-Set Fasteners. 


So tie-in with the terrific new Shure-Set tool... get 
a real foothold in the profitable fastening business 


It will be worth your time to contact us today 
for details on profit possibilites with Shure-Set. 


In addition to hammer-in Shure-Set, the versatile Ramset Fastening 
System includes Ramset powder-actuated too/s for heavy-duty 
fastening, and Ringblaster*heavy-duty kiln gun. 


Ramset Fastening System 


* OLIN CORPORATION 


CLEVELAND 


MATHIESON CHEMICAL 


OHIO 


CALENDAR OF EVENTS 





AUGUST 


International Association of Electrical 
Leagues 


Annual Conference 
El Cortez Hotel 
San Diego, Calif 
August 11-14 


Western Electronic Show & Conven- 
tion 


Cow Palace 
San Francisco, Calif 
August 18-21 
American Institute of Electrical En- 
gineers 


Wilton Hotel 
Long Beach, Calif 
August 23-26 


International Association of Electrical 
Inspectors 


Northwestern Section 
Seattle, Wash. 
August 24-26 


National Association of Electrical Dis- 
tributors 


Eastern Region Convention 
Whiteface Inn 

Lake Placid, N.Y 

Aug. 30-Sept. 2 


SEPTEMBER 


Illuminating Engineering Society 


National Technical Conference 
Fairmont & Mark Hopkins Hotels 
San Francisco, Calif 

September 7-11 


National Association of Electrical Dis- 
tributors 


Western Region 
Miramar Hotel 
Santa Barbara, Calif 
September 20-23 


Meeting 


Missouri River Club 


Fifth Annual Meeting 
Excelsior Springs, Mo 
Sept. 24-25-26 


Int'l Assn. of Elec. Inspectors 


Canadian Section Meeting 
Montreal, Quebec, Canada 
September 25-26 


Intermountain Electrical Ass’n 
Fall Dealer Conference 
Salt Lake City, Utah 


~ 


September 2 


5 
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PEOPLE IN THE NEWS 





W. A. Mueller has been appointed 
manager of appliance sales, Graybar 
Electric Co., Inc., Denver, Colo. A. 
P. Torres has been appointed Gray- 
bar Electric’s manager at Miami. He 
previously held the position of man- 
ager, Inside Construction Sales, at 
Tampa, Fla. 


John L. Palshaw has been appoint- 
ed sales promotion manager for Ed- 
wards Co., Inc., Norwalk, Conn. He 
retains his position of advertising 
manager. 


C. L. Cannon has been named 
southern regional sales manager for 
Day-Brite Lighting Inc., St. Louis 


Robert E. Lewis, president of Syl- 
vania Electric Products Inc., has been 
elected to the board of directors of 
Harris-Intertype Corp. of Cleveland 


George W. Ross has been appoint- 
ed Milwaukee district sales manager, 
and W. A. Rotunno has been appoint- 
ed marketing — specialist-Panelescent 
lamps, for Sylvania Lighting Products, 
a division of Sylvania Electric Prod- 
ucts Inc. Herbert Trotter, Jr. has 
been elected a senior vice president— 
engineering and research of Sylvania 
Electric Products Inc, 





F. W. Wehrheim 


F. W. Wehrheim has been elected 
vice president of the Appleton Elec- 
tric Co., Chicago, Ill. He will direct 
executive level planning for the com- 
pany’s operations. Wehrheim has been 
associated with Appleton for the past 
40 years in various sales capacities. 
He is considered a specialist in mar- 
ket conditions within the electrical 
industry. 


R. G. Liebmann, commercial man- 
ager, U.S. Electrical Motors, Inc., has 
been elected chairman of the Motor 
and Generator Section of the Nation- 
al Electrical Manufacturers Associa- 
tion. Liebmann succeeds W. H. Kings- 
ley who resigned recently as sales 
manager of the electrical division of 
Fairbanks, Morse and Company. 
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your 
sales of Friction Tape 





Sales records prove that friction tape sales can be 
doubled, even tripled, by making a few short demon- 
strations to your customers. 


Here’s how Mr. Nick Gorab, a tape distributor 
salesman for Nassor Electrical Supply in Hacken- 
sack, N. J., uses these convincing demonstrations: 





4 ee eel Sree. ws 





He 
| 

ki 

t 

Pes A cross-section through layers of cross-section through layers of 

pe self-fused Manson friction tape. dart Unretouched 

a Unretouched microphotograph .. . microphotograph magnified 

e magnified 20 times. 20 times 





1. “First, I point out that most durable friction tape is made 
from a pure, uncured rubber compound that fuses into a 
solid mass. Then I point out that Manson tape is made from 
such a compound. That’s why Manson is unusually dry. 
This dryness distinguishes it from ordinary friction tapes 

. it means that a pure rubber compound is its principal 
ingredient. 


tod *> 


Ordinary friction tape fabric m 


— to 





2. “Then I take a six-inch strip of Manson tape and compare 
its fabric with that of ordinary friction tape. Manson’s fabric 
has 20% more fibers than other friction tapes ... and since 
Manson fuses into a solid unit, it gives protection far greater 
than a tape which depends on ordinary adhesive compound 
to hold its layers together. 


e 


“‘Next, I make the ‘pencil-eraser test’. I make several pencil 
marks. Then I try to erase them with ordinary friction tape. 
The smudges that appear demonstrate that ordinary friction 
tape has a lot of asphalts and tacktifiers in its compound. 
Then I erase with Manson tape. No smudges the com- 
pound is made with pure rubber 


“These demonstrations are very effective. About then, I ask 
for the order . . . and I usually get it.”’ 

Try these “‘sales-maker’’ demonstrations of Nick Gorab’s. Your 
Manson tape sales will at least double. 

Ask about Okonite’s splicing movies and tape calculator. They’re 
designed to help you increase your tape sales 


THE OKONITE COMPANY 


Subsidiary of Kennecott Copper Corporation 


Passaic, New Jersey ee 


SOLD 100% THROUGH AUTHORIZED ELECTRICAL DISTRIBUTORS 
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Stanley A. Gorski has been named 
manager of appliance timer product 
sales for the Appliance Control Dept., 
General Electric Co., Morrison, IIl. 
Harry C. Nelson has been appointed 
superintendent of General Electric’s 
Anaheim, California, plant. He has 
held the position of manager of en- 
gineering for the Anaheim operation, 
a post he will retain. Adam MacKen- 
zie has been named marketing man- 
ager of the General Electric Lamp 
Metals and Components department 
in Cleveland. MacKenzie was form- 
erly manager of the department's 
Cleveland Welds Plant. 


Bruce A. Everly has been appointed 
manager of marketing for the light- 
ing division of Westinghouse Electric 
Corp. He was formerly sales manager 
of inside apparatus and supplies for 
Westinghouse Electric Supply Co. He 
succeeds A. W. Larson who has been 
named sales manager for the Bryant 
Electric Co., Bridgeport, Conn., a sub- 
sidiary of Westinghouse 


H. Paul Dees has been appointed 
regional manager in the Gulf division 
of the Crouse-Hinds Co., Syracuse, 
N.Y 


H. C. Moses, Jr. 


H. C. Moses, Jr. and Marcel Tetaz 

have been elected directors of The 

rhomas & Betts Co., Elizabeth, N.J. 

Moses is vice president in charge of 

FOR INDUSTRY: Drop Light Reels » Multiple-Outlet the company’s Western Division and 

Reels » Do-It-Yourself Reels # Electric and Cable Bal- | ' #!so responsible for the Pacific Di- 

ance Reels » Static Discharge Reels = Job Light Reels 

Display Lite Reels » Drop Cord Sets » FOR THE HOME: 

Handy-Lite Reels =» Multiple-Outlet Reels » Drop Cord 

Sets # Shop Light Handles and Guards Thomas M. Porter has been ap- 

' , a pointed director of purchases for the 

A higher profit, greater turnover line. Unequalled National Electric Division, H. K. 

guarantee and service. Immediate, economical de Porter Co.. Inc. Porter was formerly 

livery from nearby warehouses. Productive merchan with the Plant Apparatus Dept., 
dising and advertising. All products are Underwriters’ Westinghouse Electric Corp 

Laboratories approved. 


vision. Tetaz is treasurer of the com- 
pany and retains position of comptrol- 
ler which he has held since 1952 


Sam R. Howard has been appointed 
district manager of the Los Angeles 
district sales office at the Okonite Co. 
Passaic, N.J., a subsidiary of Kenne- 
cott Copper Corp., and James F, An- 
gle has been appointed district man- 

... FIRST NAME IN AUTOMATIC CORD CONTROL REELS 
17th and indiana Avenue, Philadelphia 32, Pennsylvania 


ager of the company’s newly-created 
Salt Lake City district office 
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P. B. Harwood has been appointed 
a senior vice president and E. B. 
Fitzgerald vice president in charge 
of engineering, Cutler-Hammer Inc., 
Milwaukee. Harwood was formerly 
vice president in charge of engineer- 
ing and Fitzgerald was formerly ap- 
paratus sales manager. 





Thomas F, McCarthy has been ap- 
pointed vice president in charge of 
market development for Edwards Co., 
Inc., Norwalk, Conn. McCarthy, for- 
merly eastern regional manager, has 
been with the firm 32 years 


S. J. Spurgeon has been appointed 
manager of the Utility Engineering 
Division and Laboratories, Anderson 
Electric Corp., Birmingham, Ala. 
Spurgeon was associated for 21 years 
in various executive capacities with 
the Alabama Power Co., and prior to 
joining Anderson was a consulting en- 
gineer in Birmingham. 


Richard Clifcorn has been appoint- 
ed district manager in Wisconsin and 
upper Michigan for Electro Lighting 
Corp., Chicago. 


John W. Logan has been appointed 
vice president of Simplex Wire and 
Cable Co., Cambridge, Mass. Before 
joining Simplex, Logan served as 
president of Cambridge Corp., a sub- 
sidiary of Carrier Corp. 







A. A. Togesen, vice president-mar- 
keting for the Bulldog Electric Prod- 
ucts Div., I-T-E Circuit Breaker Co. 
since 1954, has resigned his position 
to establish his own business as an 
electrical manufacturers’ representa- 
tive. 


E. V. Aldridge has been appointed 
vice president-sales for Appleton Elec- 
tric Co., Chicago, Ill. He was former 
ly assistant vice president of sales for 
the past three years. Other appoint- 
ments include: S. Peter Lambros to 
the new post of vice president of ad- 
ministration and planning. Phillips 
M. Darby is now general sales man- 
ager. He has been with the firm since 
1948. John P. Dwyer has been named 
sales manager, Unilet Div. Thomas A, 
Strock has been named sales mana- 
ger, Reelite Div. George E. Steinmetz 
has been appointed sales manager of 
Illinois Malleable Iron Co., a division 
of Appleton Electric Co 


Kent B. Froehlich has been ap- 
pointed general service manager for 
Westinghouse Appliance Sales Div., 
Westinghouse Electric Corp. The new- 
ly created position is designed to co- 
ordinate activities of 46 service cen- 
ters which WAS conducts nation- 


wide 
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Safely grounded...with 
CF«I Galvanized Steel Strand 


The CFa&l Image—a giant steelman—stands for the depend- 
ability that’s built into all CFI steel products. One of them 
Galvanized Steel Strand—is a safe, sure way to ground electrical 
installations and equipment. 

Available in seven- or three-wire constructions, CF&I Gal 
vanized Steel Strand for ground wire is made in accordance with 
ASTM Specification A-363. In addition, it can be produced to 
your particular specifications. 

CFeI Galvanized Steel Strand, (made to 
ASTM Specification A-122), is also recom 
mended for guy and messenger wire, and is 








available for quick delivery either from a 
nearby CF&lI warehouse or from your local 
electrical distributor. 


GALVANIZED STEEL STRAND 
THE COLORADO FUEL AND IRON CORPORATION 


In the West: THE COLORADO FUEL AND IRON 
CORPORATION—Albuquerque * Amarillo * Billings * Boise 


Butte * Denver * £1 Paso* Farmington (NM) + Ft. Worth * Houston 
Kansas City * Lincoln * Los Angeles * Oakland * Oklahoma City 
Phoenix * Portland * Pueblo * SaltLake City * San Francisco 


San Leandro + Seattle « Spokane «+ Wichita 


In the East: WICKWIRE SPENCER STEEL DIVISION—Atlanta * Boston 
Buffalo * Chicago * Detroit * New Orleans * New York * Philadelphia 
CF&! OFFICE IN CANADA: Montreal 
CANADIAN REPRESENTATIVES AT: Calgary * Edmonton * Vancouver * Winnipeg 
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PLUGMOLD’ 
GIVES MORE 
OUTLETS FOR 
LESS MONEY 


Your customers are seeing this 
message — and being told to see 
you — in leading trade journals — 
PLUS being exposed to sprightly 
PLUGMOLD cartoons in Saturday 
Evening Post, Time and many other 
periodicals. Wiremold’s goal is to 
move goods out of your stock. The 
Wiremold man who calls on you 
has plenty of sales helps for your 
own salesmen, too. 





Eliminate situations like 
this “Socket Sneak” 














THE WIREMOLD COMPANY + HARTFORD 10, CONN 
PLUGMOLD 2000 (UP TO 3 NO. 12 CONDUCTORS) 


PLUGMOLD 2100 (UP TO 10 NO. 12) 


PLUGMOLD 2200 (UP TO 3 NO. 6; 10 NO. 10) 


VARIOUS SIZES AND SPACING. ALL-STEEL, GROUNDED 


ALL PLUGMOLD IN BUFF OR GRAY PRIME COAT 


PLUGMOLD 
GIVES MORE 


OUTLETS FOR 
LESS MONEY 
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Business Outlook: 





Barriers Against Inflation 


Four reasons why price increases seem unlikely 


As Frol R. Kozlov, first deputy 
prime minister of the Soviet Union, 
toured the United States last month, 
the impress of a strong American 
economy—offering little prospect in 
the months ahead of either inflation 
or depression—was borne upon him. 
Ihe deputy prime minister’s visit 
leaves us with a suggestion—those of 
our own public who seem to be count- 
ing on the development of rapid price 
increases might replace their specula- 
tive attitudes with an insight on the 
U.S. economy similar to Mr. Kozlov’s. 
How big the danger of inflation really 
is should be properly focused upon 
with light shed to reveal that the 
chances of our economy entering a 
period of rising prices in the months 
ahead seem slim. 

Let’s look at some of the reasons 

why price increases are unlikely to 
occur in the next few months as taken 
from the McGraw-Hill monthly re- 
port on business: 
e Wage Agreements—Thus far in 
1959, new wage agreements are trend- 
ing toward an increase of 7-10 cents 
an hour, or 4-5%, plus some increases 
in fringe benefits. However, produc- 
tivity is also increasing, in most cases 
rapidly enough to offset the higher 
wage costs. To be sure, some com- 
panies reluctantly continue to sport 
prices that do not reflect the wage 
increases they granted in 1957 or 
1958. As a result, where demand is 
strong enough, we may see some 
price increases—particularly in indus- 
trial products. But this will be in an 
attempt to doff present price struc- 
tures, and not the result of new in- 
flationary pressures. 

We are still feeling the delayed ef- 
fects of the tremendous push on in- 
dustrial costs exerted by 1956-58 
wage agreements. But 1959 wage con- 
tracts have rendered new cost push 
nominal. 

As EW goes to press, there is still 
no news of a wage settlement in the 
steel industry, where it has been 
feared a new cost push would be 
incited. On the basis of preliminary 
bargaining, however, it appears that 
steelworkers may have to settle for 
even less than the modest gains made 
by other unions. Any increase in 
wages appears to depend on union 
agreement to change some of the 
obsolete working rules that prevail; 
if this is done, the cost-saving might 
be enough to cover a 2%, or even 


4%, wage increase with some to 
spare. Therefore, it seems very likely 
that the steel companies can hold the 
price line to the dismay of many 
companies in other industries who 
figure on raising their prices “when 
steel does.” 

e Government Spending—Spending 
schemes envisioned last winter might 
have sent the federal budget ca- 
reening along a path to inflationary 
levels. However, the Administration 
has managed to hold off nearly all 
threatened increases in the original 
budget. Moreover, tax receipts are 
rising faster than expected. So even 
if Congress balks on higher postal 
rates and new gas taxes, a balanced 
budget in the coming year may be 
realized. Counting Social Security 
funds, the government may actually 
be taking in more cash than it pays 
out as we go into 1960. The federal 
deficit of almost $13 billion in the old 
fiscal year, which ended June 30th, 
has not been forgotten, but it can- 
not be considered a future influence. 
e Money and Credit—We all know 
money and credit, if it gets out of 
hand, caters to inflation. And in the 
U.S. a big increase in the money sup- 
ply is effected only with the consent 
and cooperation of the Federal Re- 
serve System. In 1955 the Federal 
Reserve System permitted a_con- 
siderable expansion of the money 
supply to get underway. But this year 
it’s making new greenbacks a rarity. 
In fact, the FRS has already tightened 
the supply of bank credit to the point 
where it’s doubtful that a major in- 
flation could be mustered. Most banks 
will actually have to ration their 
credit to customers this fall. So there 
is not going to be any easy money 
floating around to trigger price in- 
creases. On the contrary, many com- 
panies will have to purchase with 
more caution. 

e Industrial Production—Rising in- 
dustrial production provides the best 
protection against severe price infla- 
tion. The last case of real inflation— 
in 1956 and 1957—was accompanied 
by a virtually level FRB production 
index. But in 1959-1960, chances the 
index will advance, from the latest 
figure of 152 to a range of 160-165 
by the end of 1960, are reported 
with appropriate optimism. Thus, ris- 
ing production, and rising worker pro- 
ductivity, will relieve inflationary pres- 
sures that develop 
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ASSOCIATION NEWS 





MINNEAPOLIS, MINN.—The North 
Central Electrical League has an- 
nounced it will be represented at 
the 9th annual Electric Farm and 
Home Show at the Minnesota State 
Fair, August 29-September 7. 

SAN DIEGO, CALIF.—The Inter- 
national Association of Electrical 
Leagues has announced it has com- 
pleted its conference program for its 
twenty-fourth annual conference to be 
held in San Diego, August 11-14. 
The theme for the conference is 
“Where There’s A Strong Associa- 
tion, There Is A Strong Industry.” 
The conference meetings will take 
place in the El Cortez Hotel. 

NEW YORK, N.Y.—The National 
Association of Electrical Distributors 
has added 13 names to its list of 
honorary life members. Those ap- 
pointed are: John O. Bell, Sr., Hous- 
ton, Texas; R. A. Clark, Atlanta, 
Georgia; Charles W. Goodwin, Jr., 
Hillsborough, Calif.; William H 
Kaiser, Needham, Mass.; George F. 
Kindley, Washington, D.C.; Ray C. 
Kinney, Louisville, Ky.; Clyde D 
LaMee, Ormond Beach, Fla.; A. J 
Parsons, Fairfield, Conn.; Francis E. 
Stern, West Hartford, Conn.; A. K 
Warren, Jr., Buffalo, N.Y.; D. B 
White, Hendersonville, N.C.; John F. 
Myers, Mt. Lebanon, Pa.; and W 
B. (Duke) Imholt, San Francisco, 
Calif. 

NEW YORK, N.Y.—Manufacturers 
of electrical indicating instruments 
panel, switchboard and _ portable 
have affiliated with the National Elec- 
trical Manufacturers Association, It 
has been announced. W. H. Stein- 
kamp, Newark, N.J., vice president, 
Weston Instruments Div., Daystrom, 
Inc., has been elected chairman of 
the new section, and J. R. Whiteside 
Chicago, Ill., president, Simpson Elec- 
tric Co., has been named _ vice 
chairman. 

WASHINGTON, D.C.—The Elec 
tric Institute of Washington has an 
nounced that the 3rd Biennial Elec- 
trical Trade Conference and 
Exposition is scheduled for Washing- 
ton, D.C., February 14, 15, and 16, 
1961. Exhibits will be limited pri 
marily to industrial electronic equip- 
ment; controls, motors, motor drives; 
heavy panel boards; commercial 
lighting; electric space heating; safety 
devices and allied equipment 





LOS ANGELES—R.G. (Graham) 
Holabird has been appointed vice 
president of the Biddle Trade Pub- 
lishing Co., Pacific coast affiliate of 
Trade Service Publications, Inc. Hola- 
bird was formerly assistant to the vice 
president of National Electric Prod- 
ucts Corp 
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IN LEADING 


IS HELPING DEALERS 


SELL MORE ACME ELECTRIC TRANSFORMERS 
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| 
MORE | 


in Aeme<@i=Eleetric 
CLASS H TRANSFORMERS 
THAN EVER BEFORE! 


SMALLER! 
LIGHTER ! 
QUIET! Be 


e There are many more features in Acme Electric 
class H insulated transformers in addition to the basic 
advantages of lighter weight and smaller size per KVA 
Quietness is achieved by better core and coil design 
and contruction. Noise level of this line of standard 
transformers never exceeds the decibel ratings estab 
lished by NEMA standards 


MORE FEATURES OF VALUE 


There are other features too, that are important! Core 
and coil construction provides air ducts through 
which the natural flow of air can dissipate heat. Thus 
external case remains at safe 40°C level 

Grab-hooks, located under the easily removed cover, 
facilitate hoisting into mounting position. Multiple 
knockouts at bottom of case simplify usual conduit 
connections 

Large wiring compartment permits easy use of tools 
necessary for tight contacts 

Class H transformers are now available in single 
phase ratings from | to 25 KVA for wall mounting, 


; 3714 KVA and larger 
<< = | for floor or platform 
mounting. Three phase 
ratings from 3 to 15 
% KVA for wall mount 
| ing, 30 KVA and larger 
| for floor or platform 
' mounting. All standard 

S 6 voltages available 

Lay y 





ACME ELECTRIC CORPORATION 


678 Water Street Cuba, N. Y 


West Coast: 12822 Yukon Avenue Hawthorne, California 
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Fire detection is big business! 
ash in now with Kidde equipment! 


rrereet 
‘4 


sabasss 


erereete 


For years, schools, public build- 
ings, businesses and homes have 
been waiting for an inexpensive, 
dependable fire detection system 
approved by U.L. and F.M. Now 
you can sell them this vital detec- 
tion system at a reasonable price. 
Whether you sell Kidde system 
components on an install-it-your- 
self basis, or do the actual wiring 
job, there are thousands of dollars 
in potential profits for you. 


° pepggeaessane 


+ ‘SSSESEBESS 


And, selling Kidde, you can be 
sure that you’re selling quality. 
For more than 30 years, Kidde has 
been the leader in fire safety. It’s 
a name you and your customers 
can trust! 

Find out more about Kidde fire 
detection components — and how 
you can use them to cash in on 
these most profitable markets! 
For more information, write to 
Kidde today. 





L. Kidde alarm bells —6”, 8”, and 
10” diameter, U.L.-approved. 


4 Kidde Fyrindex detectors. 
Self-resetting, fast-acting, easy 
to install. Fixed-temperature 
units each protect up to 225 sq. 
ft. Rate-of-temperature-rise 
models protect to 900 sq. ft. Com- 
bination rate-of-rise, fixed tem- 


Cidde © 


perature units each protect 2500 
square feet. All U.L. and/or F.M. 
approved. 


9 
©. Break glass manual alarm. One 
or more stations. 


4, Control, rectifier, zone annun- 
ciator panels contained in one 
cabinet. Monitors up to ten zones. 
12 or 24 v., de. 


Kidde Ultrasonic & Detection Alarms, Inc. 


886 Brighton Road, Clifton, New Jersey 


A Subsidiary of Walter Kidde & Company, Inc., Belleville 9, N. J. 


Hope Rises For 

“Fair Trade” Law 
WASHINGTON, D. C.—Optimistic 

observers of the “Fair Trade” 

indicate that national 

“Fair Trade” law by election day next 


issue 


passage of a 


year is a good possibility. 

However, many proponents of Fair 
Trade are reported to be still hopeful 
that Congress may pass some type of 
Fair Trade legislation in the final 
weeks of the current session 

In considering the possibility of a 
national Fair Trade law, such a policy 
would replace the decaying system of 
state Fair Trade laws. Previous federal 
legislation in 1937 and 1952 merely 
permitted fair trading as an exemp- 
tion from federal antitrust laws where 
state laws specifically authorized it. 

The present system of 
state Fair Trade legislation has de- 
teriorated due to a rising number of 
state court decisions, which eliminated 
many state Fair Trade laws, and the 
rise of price-cutting retail discount 
houses. 

In an effort to solve the situation, 
a proposal for a national law has been 
submitted, which would allow a brand 
name manufacturer (or his agent) to 
establish minimum retail prices on his 
products through a system of notices 
to distributors. The established price 
could be enforced against any price- 
cutter, regardless of state law on the 
subject. 

Of course, the proposal is not with- 
out opposition, but most 


agree it is disorganized. 


so-called 


observers 


Opposing Action 

Opponents of Fair Trade, according 
to reports, are well aware that any 
bill that comes to a vote of the full 
House and Senate will be approved 
overwhelmingly. But even if Congress 
acts favorably, 
possible 

Political opinion is that the admin- 
istration fears that a nation-wide ef- 
fectively enforced Fait 
might result in higher prices 


a presidential veto is 


Trade system 


Nixon Opposes 
Fair Trade Laws 


WASHINGTON Vice-president 
Richard Nixon trade 
legislation in a recent letter submitted 
to the Senate Interstate Commerce 
Committee 

Mr. Nixon said in his letter that 
fair trade or price fixing is inconsist- 
ent in a free enterprise economy, 
and that, at a time when we are al- 
ready concerned with high prices, the 
passage of fair trade legislation would 
contribute nothing to reasonable price 
stability or future economic growth 


opposed fair 
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SALES REPRESENTATIVES 





Controls Company of America, 
Schiller Park, Ill., has added six dis- 
tributors to its distributor network 
They are: Efengee Electrical Supply 
Co., Inc., Chicago; Electronic Supply, 
Miami; Electronic Supply Corp., Bat- 
tle Creek, Mich.; Kornfeld-Thorp 
Electric Co., Kansas City; H. G. Ris- 
ing Co., Los Angeles; and Newark 
Electric Co. Inglewood, Calif. 


McGill Mfg. Co., Inc., Electrical 
Div., Valparaiso, Ind., has appointed 
Marr Electric, Ltd., Toronto, as east- 
ern Canadian sales representative 


Fay-Shaw & Co., Inc., manufac- 
turers’ representatives with offices in 
Miami and Clearwater, Fla., an- 
nounce an office in Jacksonville oper- 


ated by Richard L. McNutt 


Slater Electric and Mfg. Co., Inc., 
Glen Cove, N.Y., has appointed Bix- 
ler & O’Dougherty, Des Moines, as 
their representatives for lowa and 
Nebraska; and the Matthews and 
Brokaw Agency, Nashville, as repre- 
sentatives for eastern Tennessee. 


Edwards Co., Inc., Norwalk, Conn., 
has appointed John M. Stanley to its 
Chicago district sales staff. He will 
cover Indiana and northern Illinois. 


SALES AIDS 





Westinghouse Electric Corp., Bloom- 
field, N.J.—Self-display merchandiser 
uses only twelve inches of counter 
space, yet holds 275 popular Christ- 
mas bulbs. Designed to boost Christ- 
mas bulb sales, each merchandiser 
contains 95 C-9 bulbs, 150 C-7! 
bulbs, 30 C-6 bulbs. 


Hatfield Wire & Cable Div., Continen- 
tal Copper and Steel Industries, Inc., 
Hillside 5, N.J.—Now available are 
composite specification sheets featur- 
ing simplification of all technical in- 
formation referred to by users of 
electrical wires and cables. Four sheets 
are printed on cards and color coded: 
price sheet, weight and put-up sheet 
diameter and wall thickness sheet, 
and specification sheet. 


General Electric Co., Cleveland, 
Ohio, has made available a portable 
lighting kit designed to induce light- 
ing sales. Called the “See-Level Com- 
parator”, the kit provides two lighted 
compartments which can_ simulate 
lighting environments currently in use. 
Unit comes complete with power 
cord, fluorescent lamps and ballasts, 
30-w reflector bulbs and multiplier 
clip to fit standard G-E light meter 
Kit (without meter) is available from 
G-E Large Lamp Dept 
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a 
HONEYWELL TAP-LITE 


You get more features to sell, more profits each time with this silent 
Honeywell light switch. Tap-on, tap-off operation. Transparent 
fashion plate keeps walls clean, permits use of decorative inserts that 
match interiors. Snap-in wiring makes it easy to install. For com 
plete details, write Honeywell, Dept. EW-8-10, Minneapolis, Minn 


HONEYWELL DIM-A-LITE 


Dramatic brightness control for both home and commercial use, 


{ 


Dim-A-Lite adds a touch of luxury for less than the cost of compa 
rable switches. Incandescent model capacity, 475 watts: fluorescent 
model handles eight 40-watt lamps. Fits double outlet switch box 
space. Transparent fashion plate snaps off. Made and backed by 


Honeywell. 














FOSTORIA LOCALITES 


with Amazingly COOL 
HEAT VENTILATED REFLECTOR 


% Equipped with marvelous 
new collar-disc arm joints. 












MODEL 
55-VCX-701 
$893 @ a» mMaRvELous 
nid. tha A SEEING TOOL FOR 
4 "Mf FASTER BETTER WORK 











Direct light exactly 
where needed. Fric- 
tional arm and collar 
disc joints give flexibil- 
ity of a thousand posi- 
tions. Rugged construc- 
tion, heavy duty socket, 
Levolier switch, uni- 
versal base. 


Fpad 
()) 
INNER SHIELD 
ACCESSORY 


for extreme 
coolness when 
using 100-watt 
lamp. 


Ad 
4 Yee 
storia 


for Light ON the Job 





WRITE for complete . 
catalog of Localite y 
Models for every in 

dustrial use \ 


THE FOSTORIA PRESSED STEEL 
CORPORATION, FOSTORIA, OHIO 


Localites are available through 
wholesalers everywhere. 


, Now! M&W Electric 






100-150-200 Ampere 
Service Entrance Fittings 


Meet the ever-growing demand for larger service 





entrance requirements — use entrance cable with 
M&W ENTRANCE FITTINGS. These include: 
Entrance Heads, Straps, Watertight Connectors, Non- 
watertight Connectors and Sill Plates. Available are 
a complete line of fittings for cable sizes 3 No. 3 to 


3 No. 4/0 using 17,144”, 14” or 2” hubs. 


Send tor New No. 59 illustrated Price Sheet 


with complete details. 


Aectunhpilings 


The M. & W. ELECTRIC MFG. CO., Inc. 


EAST PALESTINE, OHIO 
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MANUFACTURERS EXPANSIONS 





San Francisco—The western regional 
headquarters for I-T-E Circuit Break- 
er Co. have been transferred from 
Denver to San Francisco. The new 
office will serve eleven western states. 
A new district headquarters has also 
been established in the Bay Area 
with new combination office and 
warehouse. 


Richmond—A new plant for the 
manufacture of appliance controls 
will be built in Sao Paula, Brazil, by 
a newly-formed subsidiary of Robert- 
shaw-Fulton Controls Co. The subsidi- 
ary will be known as_ Robertshaw- 
Fulton Controls de _ Brasil S.A. 
Industria e Commercio. First produc- 
tion is scheduled for early 1960, 
reports say 


Chicago—Sola Electric Co., div of 
Basic Products Corp., Milwaukee, 
has begun construction of 200,000- 
sq-ft plant in Elk Grove Village north- 
west of Chicago. The new building 
will approximately double Sola’s pre- 
sent facilities, a spokesman said. Op- 
erations are expected to be shifted to 


the new plant sometime next summer. 


St. Louis—Jasper Blackburn Corp., 
which moved to a new plant in 1957, 
announces purchase of ten additional 
acres for anticipated expansion 


RIGID 
PIPE NIPPLES 


IN STOCK 
Yr” to 6” sizes 
close to 12” long 
HOT DIP GALVANIZED 


Also available in wrought 
iron or aluminum : 


Conouit Nippre Mec. co. 


1455 SPRING GARDEN AVE. PITTSBURGH 12, PA. 








ELECTRICAL WHOLESALING—August, 1959 











NEW LITERATURE 





Far-Infrared Heating—Edwin L. 
Wiegand Co., Pittsburgh 8, Pa., has 
issued an 8-page catalog illustrating 
and describing its line of “Chroma- 
lox” far-infrared electric heaters and 
controls. The heaters are designed for 
the drying, curing and baking of 
plastics, textiles, paper and inks, ce- 
ramic products, and glass. 


Louver—aAll|Brite Div., Curtis-All- 
Brite Lighting Inc., South San Fran- 
cisco, Calif., has published a catalog 
describing features of its Power 
Groove Industrialist for YVHO, SHO 
and Power Groove lamps. Installa- 
tion data, coefficients of utilization, 
brightness readings, distribution and 
technical details are furnished. 


Handling Equipment—Catalog 596 
on materials handling equipment, 
parts handling equipment, power rec- 
tification equipment, mechanical shaft 
seals, paper joggers and_ portable 
power tools has been announced by 
Syntron Co., Homer City, Pa. The 
68-page booklet presents descriptions, 
data and illustrations. 


Compressors—Joy Mfg. Co., Pitts- 
burgh 22, Pa., has issued Bulletin A- 
56 describing and illustrating “Uni- 
tair’” compressors. Included are speci- 
fications on 8 sizes of the air-cooled 
compressors in the 15 to 125 hp.; 81 
to 641 CFM range. 


Wiring Systems—‘“Wiring and Wir- 
ing System Standards for Industrial 
Use” is the title of a new bulletin 
issued by Rome Cable Corp., Rome, 
N.Y. Bulletin RCT-102 features sec- 
tions on automation, conduit systems, 
bus ducts, troughs, and other prod- 
ucts and wiring methods, as well as 
an illustrative table 


Cable—Anaconda Wire & Cable 
Co., New York 4, N.Y., has pub- 
lished a 32-page catalog on its butyl 
(AB) cable trade-marked “Dura- 
sheath.” Catalog contains information 
on design features, insulations, and 
data on kinds of available construc 
tions, from 600-v to 15,000-v con 


ductors 


Component Rectifiers—The Semi- 
conductor Products Dept., General 
Electric Co., Syracuse, N.Y., has pub- 
lished a 24-page brochure on selec- 
tion of specific selenium rectifiers for 
circuit applications. Entitled “Design- 
ing with G-E Vac-U-Sel Component 
Rectifiers,” the booklet covers the 
method used in selecting the right 
rectifier for a circuit and includes 
work sheets, charts, graphs, and 
nomographs. 
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A GOLD MINE... 


,'/7 of information You Need! 
\° SE 7 
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Stake your claim for $4.00 


Electrical Equipment Manual 


by J. F. McPartland and W. J. Novak 
Here's 4% years of the ‘‘Salesmen's Technical Notes’ presented in a new 
format in this 176-page, 6” by 9” hard cover book 
Everyday, easy-to-use data on 





© Lamps ® Motors ® Motor Controls 
® Lighting Fixtures ® Wire and Cable ® Wiring Devices 

, coe e e tch 
® Air Conditioners Transformers Switches 
eH ® Capacitors ® Relays 

eaters 

© Protective Devices ® Pole Line Equipment 
. 
Generators ® Switchboards & ® Raceways and 

® Sound Systems Panelboards Busways 


Fully illustrated to cover CONSTRUCTION, OPERATION and INSTALLATION 
with SPECIAL EMPHASIS ON THE NATIONAL ELECTRICAL CODE 





GIVE a copy to each of your salesmen, to customers! More than just a 


nice gesture, it's a big benefit in a small package, at a low cost 


GET this book for yourself! It will pay for itself a thousand times over with 
ready answers to all common questions about electrical products making 
you more valuable to your customers, adding real punch to your selling 
SELL this book over the counter! Just stack them up on your sales counters 


and watch the action. Order 50 or more at the quantity rate of $3.00 per copy 


| i 
| Electrical Wholesaling Please send me opies of the sturdily-bound 
! Dept. 270-059 76-page — Electrical Equipment Manuva at $4.0 
| 330 West 42nd St., per copy ($3.00 per py for orders of 50 or more 
nclose ‘ De ment '¢ 

New York 36, N. Y E sed is full pay $ 
| PLEASE PRI? | 
} NAME —_ | 
| | 
| 

| ADDRESS | 
: | 
city : 
| | 
| COMPANY NAME AND ADDRESS | 
| 

DS eee eS es - 
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POWERCRAFT  srocns 
PRIMARY | FOR IMMEDIATE 


BUS SUPPORTS SHIPMENT 


* Contractors, Industrials, and 
Utilities rely on the accuracy 
of these Bus Supports fo meet 
exacting service conditions. 
Available for Indoor and Out- 
door Service — flat or pipe 
mounting. Conform fo NEMA 
standards. POWERCRAFT in- 
viles your inquiries on any 
special Bus Support require- 
ment. Other POWERCRAFT 
Products . . . Indoor and Oul- 
door Disconnecting Switches, 
Bus Clamps, Power Connec- 
lors, Pipe Frame Fittings for 
1%" I. P. S. Pipe, and Clamp 
Insulator Supports. 





SEND FOR NEW CATALOG. 


POWERCRAFT CORPORATION 


2215 De Kalb St. Phone Prospect 6-4532 ST. LOUIS 4, MO. 
Since 1932 





iS WIRE PULLING “¢ 

j J 
J] SLOWING UP Seo 
Sg, 


YOUR JOB ? 








<< cCCTeExEEEEIEESE 


ALBANY RBR 


WIRE PULLING COMPOUND 


' 
1 

' 

! 

' 

' 

i pulls covered wires and non-metallic cables . . . 
' 

' 

' 

' 





FASTER and EASIER! 


@ Excellent for non-metallic cable 
. Non-evaporating. 


@ Will not affect coatings. 


@ Needs no mixing . . . will not 
separate or harden. 


@ Light, clean to use, easily washed 
off with water. 





Order through your Electrical Supply House 


ADAM COOK’S SONS, wc. 


Electrical Products Division 
5 N. STILES STREET 2 LINDEN, N. J. 
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| Electric Living — Westinghouse 
| Electric Corp., Mansfield, Ohio, has 
| issued a 44-page booklet designed to 
take the reader on tour of two total 
electric homes. “Book of Ideas for 
| Total Electric Living” contains sug- 
gestions for improving the electric 
livability in any house. Text and il- 
| lustrations in the booklet are — sup- 


| plemented with wiring diagrams. 


Load Centers—A 68-page catalog 
of Murray Mfg. Corp., Brooklyn 16, 
N.Y., electrical distribution equip- 
ment has been issued for the com- 
pany’s 60th anniversary. Complete 
descriptions, buying and design speci- 
fications are included on circuit break- 
2rs and load centers, safety switches, 
fusible service and meter mounting 


equipment 





| Automatic Controls—New catalog 
| Sheets, ASCO kit 57-SAK, have been 
lissued by Automatic Switch Co., 
| Florham Park, N.J., which cover the 
| following equipment: A-C relays; long 
| life solenoids; automatic engine start- 
}ing controls; automatic battery 

| chargers; break glass switches; close 





| differential relays; and remote con- 
j trot switches 
| 
Relays Universal Relay Corp., 
|New York 13, N.Y., has released a 
| 44-page catalog listing and describing 
| relays, steppers, sensitrols, solenoids, 
| contactors, rectifiers and related items 
'from their stock 
etiiis 
Equipment Handbook Precision 
Equipment Co., Chicago 40, Ill. now 
offers a free one-year’s subscription 
to their equipment manual. In the 
manuals are described and illustrated 
products for plants and offices 


| Fluorescent Lighting—Price cata- 
}log and reference guide for specify- 
ing recessed fluorescent lighting equip- 
ment has been released by Smithcraft 
Lighting, Chelsea 50, Mass. Booklet 
contains full information on troffers, 
spot boxes, pattern lighting, plaster 
frames, and recessed fixtures. Also 
included is installation data and ceil 
ing index 


Electric Motors—Catalog _ listing 
various types of electric motors has 
been issued by Ajax Electric Motor 
Corp., Rochester, N.Y. Included in it 
is data on hp rpm, types, and frames 


Floodlights—C rouse-Hinds Co., Sy- 
racuse, N. Y., has issued a_ pocket- 
sized catalog, Bulletin 2714, in which 
various types of floodlights are listed. 
Also included are suggestions on how 
to select floodlights, information on 
searchlights, and underwater lighting 
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NEW PRODUCTS YOU CAN USE| 








Millions of Steel | 


IIFFY CLIPS 


Serving the Electrical Industry 












Specify 
MINERALLAC 


HANGERS, CLIPS, 
STRAPS, BUSHINGS 


Expert design, choice 
materials and con- 
trolled manufacture 
have built ‘‘top-service 
and longest life” into 
Minerallac Electrical Spe- 
cialties. That's why the elec- 
trical industry ‘‘prefers Miner- 
allac”...in steel and Everdur for 
hanging pipe, conduit, BX cable, etc. 


Send for new literature and prices. 


MINERALLAC ELECTRIC COMPANY 


25 North Peoria Street— Chicago 7, Illinois 


MINERALLAG 


GETS - A - LITE GUARD and 
GUIDE Offers Quick, 
Profits in New, 


Easy 
Untouched 


Market 


¢ Simply slip GETS-A-LITE GUARD 
AND GUIDE over the fixture, as illus- 
trated. 


Made of spring 
wire. Nothing to break, get out ef 
order or replace. Will last indefinitely. 


Once instailed, GETS-A-LITE GUARD 
AND GUIDE is NEVER removed. 


ane te unlock, fuss with or lock, 
when changing lamps. 

GETS-A-LITE GUARD AND GUIDE 
actually steers lamp into socket, on- 
abling maintenance man te change 
lamp in 10 seconds! 


Available for 40 watt and 100 watt 
fluorescent lamps. 


indestructible steel 


GETS-A-LITE Company, Dept. EW-89 
3865 N. Milwaukee Ave., Chicage 41, IIl. 
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Electric Drills 
Tool | 


Speedway Di Thor Power 
Co., LaGrange Park, Ill 
[wo '2-in portable 6.5-amp drills 
No. 40 and 40-R—feature removable 


top handle and two-position rear han- 


dle to provide ease of Operation in 





different positions. No. 40-R drill is 
reversible with equal speed forward 
Ww reverse 
s | 

Chain Saws | 

Lancaster Pump & Mfg. Co., In 
Lancaster, Pa 
Iwo new models of chain saws 
| “Whirlwind” and “Handyman”’—fea 
ture horizontal design, automatic 
clutches, ‘“6-in pitch chain and air 
cleaner. Both machines are light 


| Weight and are of direct drive design 


Wrenches 

J. H. Williams & Co., Buffalo 
N.Y 
New line of open-end, combination 
box-open end and 15° and 45° offset 
box wrenches now available. Line 
features slimmer handles, smoother 


contours, and thin heads 





Stringer Safety Equipment 


Our 15th year serving 


The Electrical Industry 





Sold through the Electrical Wholesaler— 
and 
new 


Attractive discounts — The finest 
safest you can buy. Write for 
catalogue No. 15. 


UTILITIES SAFETY 
SUPPLY CO., Inc. 


Lee’s Summit, Missouri 














come 
note - 


fe) Biakian iis 
DOOR CHIMES 


Easy to Install 
No Electricity 
No Wires 


There's extra sparkle and extra 
profit when you sell Auth-O-Tone 
non-electric Door Chimes for homes, 
trailers and apartments. Simple and 


inexpensive, they have great ap 
peal because anyone can install 
them and they look and sound 
so beautiful. Mount on doors and 
door frames 


SUBURBAN 


Instead of knocking 

it chimes! Authen- 
tic colonial-style 
knocker sounds two 
chime notes when 
raised and lowered. 
Polished brass forg- 
ing 





UNIVERSAL 


Melodious two-note 
chime operates when 
push button is 
pressed. Faceplate 
with name cardholder 
is finished polished 
brass 





NEW YORKER 
Like the UNIVERSAL 


plus one-way mirror 
peephole which per- 
mits one to see who 
is calling without be- 
Ideal for 


ing seen 
apartments 











FREE vispLay 


Order one of these 
attractive operating 
displays for each model 
you stock. You pay for 
the chime only not 
for the display 








Write for literature and 
prices. _ 
{/ \ 
(Auth ) 
Rie, an pn od 


AUTH ELECTRIC COMPANY, INC. 








34-20 45th Street, Long Island City 1. N. Y 
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TAP THE 
PROVEN SOURCE 
OF 
STEADIER PROFITS! 


NEW VINYL 


CUBE TAPS 


The Original and still 
the Industry's Standard 


Completely unbreakable Elec- 
trix Vinyl Cube Taps look better, 
they sell better. Cost you less. 
And behind those facts is an un- 
equalled quality story of service 
and satisfaction that builds repeat 
sales . .. makes Electrix the most 


outstanding line in its field. 


Why not sell the best. . . espe- 
cially when profits come bigger 


and easier. Sell Electrix Vinyl 


Cube Taps. 


APPROVED 
CORPORATION 


Ashton « Rhode Island 





OBITUARIES 





Ernest E. Brazier 


Ernest E. Brazier, retired district 
manager of General Electric Supply 
Co. and former president of the Elec- 
trical League of Colorado, died May 
7th at the age of 74 in Salt Lake City. 


William C. Dages 


William C. Dages, manager of the 
Industrial Equipment Dept., Rumsey 
Electric Co., Philadelphia, died June 
9th. He had been with Rumsey since 
1917. 


J. C. McNamara 

J. C. McNamara, owner of Smith- 
Perry Electric Co., Dallas, since 1927, 
died at the age of 66 on July 7th. 





Pittsfield, Mass.—Acquisition of a 
160-acre site and plans for a com- 
mercial plant for the production of 
Lexan polycarbonate resin have been 
announced by the Chemical Materials 
Dept. of General Electric Co. Among 
other applications, Lexan resin is used 
in the molding of electrical connec- 
tors. The plant will be located on the 
Ohio River near Mount Vernon, Ind., 
and first production is expected to 
begin during latter 1960. 


CLAMP... LOCK 





YOUR CONNECTIONS 

This 
SWIVEL U-BOLT 
CONNECTOR 


is designed to do just that... 








No Removable Parts 


Easily and Speedily 
Installed 


Sturdily Constructed 


MEET ALL REQUIREMENTS 


85% Copper Alloy © Ample Strength 
High Conductivity ¢ Unaffected by Vibration 
Moisture Resistant 
Sizes Up to 1,000,000 CM. 


Approved by Engineers 
Specify K&H for YOUR Next Job 


For More Details, Sizes and Prices 


WRITE FOR CATALOG 
KRUEGER & HUDEPOHL, INC. 


1045 EVANS ST., CINCINNATI 4, OHIO 





PRECISION 
Engineered 
Fittings 








M. STEPHENS 


Mfg. Inc. Los Angeles 11 
814 E. 29th St. ADams 1-9147 











| - You'll be happy 
selling 


KNOPP 


Voltage Testers 


Patented Prod-Mount 


@ More user-value ot Less Cost— 
means more turnover for you at good 
profit margins 
@ Five Safety Features— 
Knopp Voltage Testers seli themselves 
@ Rugged, Reliable— 
bui goodwill and repeat sales for you 
Tell if circuit is open or closed; magnitude 
of voltage between 110 and 6006 o-c of d-« 
pure or rectified; 25 or 60 cycles 
Two models. Free Sales Aids 
Write today for full detoils 


KNOPP INC. 


Founded in 1928 by Otto A. Knopp under the 
name of Electrical Facilities Inc. 


Dept. A-12 1307 66th St., Oakland 8, Calif. 
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NEWS 





Patio Heating Offers 
Wide, New Market 


Electric heating for outdoor patios 
has created a new market for electri- 
cal distributors. Distributors, with the 
advantages of electric heating promo- 
tion, stand to benefit most from the 
opportunity through development and 
application of effective devices for 
this new use. 

For the homeowner, patio heating 
offers greater comfort and extended 
use of favorite family living space 
For the electric utility, it offers new 
means by which to fill in the load 
valleys that occur in spring and fall 


GE Reduces Prices On 
Street Lighting Equipment 

SCHENECTADY, N.Y.—A _re- 
duction in the list prices of certain 
Street and highway lighting equip- 
ment has been announced by the Gen- 
eral Electric Co. 

Included in the price reductions are 
5 per cent decreases on most filament 
luminaires, 10 per cent on all fluo- 
rescent street lighting luminaires, 10 
per cent on all regulator mercury 
ballasts, 10 per cent on all series mer- 
cury ballasts, 15 per cent on all re- 
actor mercury ballasts, and 2  per- 
cent on constant-current transformers 
for series lighting circuits, a company 
announcement reports, 


Electric Utilities 
Expect 1959 Boom Year 
New York—Electric utilities are 
expected to register substantial gains 
in power use this year, reports Elec- 
trical World, a McGraw-Hill publica- 
tion. Stepped up industrial activity 
and modernization are big factors in 
pushing electric output up. 
weather conditions also have added 
to output sales, the publication re- 


ports. 


Adverse 





IDENTIFICATION 
NAME PLATES 


Machine engraved on black surface 
bakelite with white lettering—any 
titles—for controls, panels, consoles 
etc. Quick mail service anywhere. Free 
sample and prices to wholesale elec 
trical supply companies. 


G. F. BUNNELL CO. 
645 Cypress Road 
Vero Beach, Florida 











CLASSIFIED 





ADVERTISING 


SELLING OPPORTUNITIES 


AGENTS WANTEC 


LINES WANTED POSITIONS WANTED 


BUSINESS OPPORTUNITIES 





UNDISPLAYED 


$1.50 per line minimum 3 lines. To figure ad- 


vance payment count 5 average words cs a line 


Box numbers—counts as 1 line 
Pesition Wanted ads are % the above rate 


Discount of 10% if full payment is made in ad- 


vance for 4 consecutive insertions 


Send NEW ADS or Inquiries to Classified Adv. of ELECTRICAL WHOLESALING 
P.O. Box 12, New York 36, N. Y. for September issue closing August 15th 





RATES 





DISPLAYED 

The rate for Employment is $13.50 per inch for 
advertising appearing en other than « contract 
basis. Contract rates quoted on request. Sub 
ject to Agency Commission 

ot her advertising is $12.25 per inch. Not subject 

agency om mission 

A ‘advertising inck is measured %” vertically on 

a column—8 columns—80 inches to a page 











TWO GOODWILL WINNERS 
BLUE PRINT MEASURER ELECTRICIANS KNIFE 
imprinted with your advertising 


or more $1.50 each. Write for catalog 


GERSON co. 
49 DEERING ROAD. 
MATTAPAN, MASS 
CUnninghom 6-1463 











FOr 
Additional 
Information About 
Classified 
Advertising 


Contact The 
McGraw-Hill Office 
Nearest You 


ATLANTA, 3 
1301 Rhodes-Haverty Bldg 
JAckson 3-695! 
R. POWELL 
BOSTON, 16 
350 Park Square WUbbard 2-7160 
D. J. CASSIDY 
CHICAGO, 11 
520 No. Michigan Ave. 
MOhawk 4-5800 
W. HIGGENS E. S. MOORE 
CLEVELAND, 13 
1164 Illuminating Bldg. 
SUperior 1-7000 
W. B. SULLIVAN T. HUNTER 
DALLAS, 2 
1712 Commerce St. Vaughn Bldg 
Riverside 7-5117 
GORDON JONES F. E. HOLLAND 
DETROIT, 26 
856 Penobscot Bldg 
WOodward 2-1793 
J. R. PIERCE 
LOS ANGELES, 17 
1125 W. 6 St HUntley 2-5450 
P. M. BUTTS 
NEW YORK, 36 
500 Fifth Ave OXford 5-5959 
H. T. BUCHANAN R. P. LAWLESS 
T. W. BENDER 
PHILADELPHIA, 3 
Six Penn Center Plaza LOcust 8-4330 
H. W. BOZARTH T. W. McCLURE 
ST. LOUIS, 8 
3615 Olive St JEfferson 5-4867 
SAN FRANCISCO, 4 
68 Post St DOuglas 2-4600 
S. HUBBARD 
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Wanted 


Line of Switch and Outlet Boxes. Six t 

mer eri lobbe Distributors, the 
Si Ne Er nd State ” feet of 
Wareh« e Space 


RA-2114 Electrical Wholesaling 
Cass. Adv. Div., P.O. Box 12, N.Y. 36, N.Y 








MANUFACTURER REPRESENTATIVES WANTED 


We mfg. the finest in design and largest selec 
tion of recessea clocks in all sizes, and finishes 
in addition, highly-decorative executive styled 
wall clocks 
R. & H. Guarantee Products 
5440 W. Cermak Rd., Cicero 50, III 











SELLING OPPORTUNITY OFFERED 


mepreantateves wanted Outlet and Switchboxes, 
mple r Inquirie om interested ayent 


RW 1 Elect ric W holesaling 


Actwe purine wanted eotebtiched Manufacturers 
A es experience I ric Industry 


tia Wareh« e and office in La Angeles 


POSITION WANTED 


Sales ie nt desirous of ragga position— 

kK Pi apparatu al 

ce é expe ence at ocatior PW 
Klectri Ww esa 


SELLING OPPORTUNITIES WANTED 


Well ee Manufacturers Agency cover- 

ng Ili i iscor t Indiana, desires addi 
tions ine %... e five mer Larwe 
| ieta on Request. RA-9768, Electric 
Wi esaling 


Manufacturer's yw pega om New comney De 


sires addit t al wholesaler 


RA-18 Electrical Whole sling 
Aggressive Manufacturers eo pd desires wire 
and ble for Mar District of 
Columbi are Large warel r faciliti kx 
' t nt t Sales builder RA 


Electrical Whole 
ae oe 8 — from sone service in , the whole- 
‘ W represent 
ir ; astert Vir ni und North Carolina. J. §S 
Goldbach } Spotswood Ave Norfolk 17, Va 


Tostvioet Eines wanted for Alaska oy an a 

} } ryan 
ng ew " f et Alaska esider ies 
me pply | < es mar ‘ RA 4, Elec 


Lines Wanted—Supplies, fixtures. Florida West 
Coast W I ry 1 ith Terrace 
North, St. Peters! } 


Established epent cove ring Tennessee and North 
" ‘ conduit 
I ‘ e or ‘ Please reply RA 


131 








ARROLET 
SWITCH BOXES | 


help 

carry 

the load of 
Modern 
Home Wiring 


4” OCTAGON BOX 


with BF Bracket 


+ 1SKNBF 


Non-Gangable 


SWITCH BOX 


SWITCH: BOXES 
OUTLET BOXES 
BOX COVERS 


ARROLET 


en S208 2 Benen.) 


FITTINGS 


Montgomery, Penna 


Seles & Worchouse Stochs® BALTIMORE, MD 
* "CHICAGO, ILL. * “CINCINNATI, OHIO © DALIAS, TEX 


* GREENSBORO, N.C. * “KANSAS CITY, MO. * *LOS 
ANGELES, CALIF. + * * NEW YORK WY. « 
NEWTON CENTRE, MASS. © “PHILADELPHIA. PA « 
*RICHMOND, VA. * ROCHESTER, N.Y. + *SEATTLE, WASH. 
+ *TAMP, 


A, FLA 





ADVERTISERS’ INDEX 


Acme Electric Corp. 123 
Adam Electric Co., Frank 79 
All Steel Equipment Ine. : 
Allis-Chaimers Mfg. Co. 
Aluminum Co. of America 
American Steel & Wire Div. 
U.S. Steel Corp. 
Amprobe, A Div., of Pyramid 
Instrument Corp. 
Appleton Electric Co. Second Cover 
Arrolet Corp. 132 
Auth Electric Co., Ine. 129 


Blackburn Corp., Jasper 24, 25 
Blackhawk Industries 82 
Boston Woven Hose & Rubber 

Co. 102 
Bryant Electrie Co., The 72, 73 
Buchanan Electrical Products 

Corp. 112 
BullDog Electric Products  Di- 

vision, I-T-E Circuit Breaker 

Co, 34 
Bunnell Co., G.F. 131 
Burndy Corp. 19 
Bussmann Mfg. Co. Fourth Cover 


Carol Cable Co., A Div. of the 
Crescent Co., Ine. 69 
Champion Lamp Works 88 
Chase-Shawmut Co., The 99 
Chase & Sons, Ine. 113 
tirele Wire & Cable, a Subsidiary 
of Cerro de Pasco Corp. 
‘ark Controller Co. 
‘olorado Fuel & Iron Corp. 
Olumbia Products, Ine. 
conduit Nipple Mfg. Co., Div. of 
Pittsburgh Nipple Works, Ine. 
conduit Pipe Products Co. 
100k’s Sons, Inc., Adam 
sordomatic Corp. 
‘reseent Insulated Wire & Cable 
Co. 


Diamond Expansion Bolt Co., 

Ine. 116 
Diamond Wire & Cable Co. 36 
Dossert Mfg. Corp. 9 


Easy-Heat, Ine. 
Economy Fuse _ Div., 
Pacifie Electric Co. 
Electrical Wholesaling 

Electrix Corp. 


Federal 


Fasco Industries, Ine. 13 
Federal Pacific Electric Co. ae 
Fostoria Pressed Steel Corp., The 126 
Fullman Mfg. Co. 16 
Furnas Electric Co. 93 


Gedney Electric Co. 23 
General Electric Co. 
Lamp Division 80, 81 
Wiring Device Dept. 
105, 107, 109, 111 
Gets-A-Lite Co. 29 
Guth Co., Edwin F., The 


Henderson-Hazel Corp. 

Hubbell, Ine., Harvey 

Hunter Div.-Robbins & 
Ine, 


Mvers, 


I-T-E Cireuit Breaker Co. 


Keystone Mfg. Co. ilo 
Kidde Ultrasonic & Detection 
Alarms, Ine., Subsidiary of 
Walter Kidde & Co., Ine. 124 
Klein & Sons, Mathias 94 
Knopp Ine. 130 
Krueger & Hudepohl, Ince. 130 


Lighting Products Inc., The 


M & W Electric Mfg. Co., Ine., 
The 

Mason Co., L. E. 

Minerallae Electric Co. 

Minneapolis-Honeywell Regulator 
Co, 


National Price Service 

National Supply Co.-Tubular 
Products Div. 

Nye Tool Co. 


Okonite Co., The 78, 


Paranite Wire & 
Essex Wire Corp. 
Phelps Dodge Copper Products 
Corp. 
Pittsburgh Standard Conduit Co. 
Plymouth Rubber Co., Ine. 
Third Cover 


Cable Div.., 


Porcelain Products, Co. 
Powercraft Corp. 
Progress Mfg. Co., Ine. 


Ramset Fastening System 
Revere Electric Mfg. Co. 
Reynolds Metals Co. 
Ridge Tool Co., The 
Rodale Mfg. Co.. Ine. 
Rome Cable Corp. 

Royal Electric Corp. 


Sangamo Electric Co. 

Slater Electric & Mfg. Co.. Ine. 
Square D Co. 

Stephens Mfg. Inc., M. 


Thermoid Div., H. K. Porter 
Company Ine. 

Thomas Industries Ine. 

Titchener & Co., E. H. 

Trade-Wind Motorfans, Inc. 


Utilities Safety Supply Co., Ine. 
PI 


Weaver Co., J. A. 

Western Insulated Wire Co. 
Whitney Blake Co. 

Wiegand Co., Edwin L. 
Wiremold Co., The 


Youngstown Sheet & Tube Co., 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr 


EMPLOYMENT OPPORTUNITIES 
EQUIPMENT 


Used or Surpl 


I Sale 
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Every splice you make must be final, permanent and safe. 
SLIPKNOT PLAsTic TAPE is engineered for dependable 
adhesive quality and proper stretch to insure a neat, tight 
wrap that molds to any irregular shape and stays down. 


And Slipknot’s patented, exclusive cutter, packed free 
with every 66-foot roll, solves the handling problem — 
swiftly, handily, easily. No waste...no distortion... no 
effort. 


Next time, specify SLIPKNOT PLASTIC ELECTRICAL TAPE 
from your distributor. 


SOLD ONLY 
THRU 
RECOGNIZED 
DISTRIBUTORS 


PLYMOUTH RUBBER COMPANY, INC. 
QUALITY SINCE 1896 CANTON, MASSACHUSETTS 
Makers of SLIPKNOT FRICTION TAPE — most widely used friction tape in the world 








Electrical Protection goes MODERN with BUSS Fuses 


& Die Co. 


GENERAL CONTRACTORS: Campbell Construction Co. Detroit, Mich. 
ARCHITECT & ENGINEERS: Campbell Engineering Co. Detroit, Mich. 
ELECTRICAL CONTRACTOR: Southeastern Electric Co. Detroit, Mich. 


This new industrial plant illustrates 
that the modern trend in electrical 
protection is to fuses. The main switch 
gear is a 1600 ampere pressure switch 
protected by BUSS Hi-Cap fuses. The 
distribution panels, both power and 
light, are equipped with FUSETRON 


dual-element fuses. 


second 1600 ampere pressure switch 
when needed. This additional capacity 
and any increase in available fault 
current can safely be handled by 
BUSS Hi-Cap and FUSETRON fuses. 


The interrupting rating of BUSS 
Hi-Cap fuses is 200,000 amperes rms 


. . Centerline, Mich. 


BUSS Hi-Cap and FUSETRON fuses 


Main Power Panels 


Unlike mechanically operated de- 
vices, a fuse has no hinges, pivots or 
contacts to stick or get out of order. 


For more information 


symmetrical 
Provisions were made to install a 


BUSSMANN MFG. 


nd 


DIVISION, 


gnot 


It is not surprising that all over the Nation, specify- 
ing Engineers are turning to BUSS Hi-Cap and FUSE- 
[TRON fuses as the safest, most accurate and most 
dependable protection for the MODERN 
installation 


electrical 


Not only do these fuses have an interrupting capac- 
ity high enough to handle available fault currents on 
a circuit where they are properly installed—but they 
MAINTAIN this high interrupting capacity over the 


years 


In addition, when BUSS Hi-Cap and FUSETRON 
are coordinated throughout the entire electrical 
system, in a case of a fault, only the fuse nearest the 
fault opens. This isolates the resulting shutdown to 
the circuit on which the fault occurred. The circuits 
serving other equipment—or departments—or the en- 
tire plant are not put out of service 


fuses 


and for FUSETRON 
fuses it is 100,000 rms symmetrical. 


McGraw- 


On BUSS Hi-Cap fuses Write for bulletin HCS 
On FUSETRON fuses. .... . Write for bulletin FIS 


859 
Edison Co. ST. Montes) MO. 


a -* “OUTSTANDING FUSE INSTALLATION 


TO SHOW YOUR CUSTOMERS. 


How to turn BUSS Hi-Cap and FUSETRON Fuses 
into Sales 


Whenever you find one of your 
prospects is interested in increasing his electrical load 
or in modernizing his circuits or in putting in a new 
installation, you have a sales lead for BUSS Hi-Cap 
and FUSETRON fuses 


customers OIF 


Since proper installation of fuses may require en- 
gineering data, remember the BUSS Fuseman in your 
territory. 


He is in a position to help you show your prospect 
all available fuses and various types of terminals and 
such information. 

. and there is a “plus” profit in BUSS Hi-Cap and 
FUSETRON fuses for you and your house are in line 
to get all repeat fuse orders. 


Bussmann Mfg. Division, McGraw-Edison Co., St. Louis, Mo. 


EKleetrical Protection Goes 


MODERN with BUSS FUSES 





